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tough Proofs 


“NOW write one of the best 
ters you ever composed to our 
romotion department,” chal- 
rnges the Reader’s Digest. 

But it’s got to be original. 


vvy 

“Collier’s finds 40% of younger 
omen smoke,” reports the world’s 
reatest advertising journal. 
Ex-Gibson girls contribute little 
» tobacco stockholders. 


, a 


“Short Recession May be Com- 
hg, AFA Group Told,” says the 
leadline. 

But the stock market doesn’t 


rem to believe it. 
1 
vwyY 


Economic prognosticators who 
rere talking recession a few 
onths ago have been chased 
ack into the inflation corner by 
e activities of John L. Lewis. 


ee? F 
Mr. Petrillo says half the musi- 
ians in the country will be un- 
mployed within a year if the 
resent rate of retrenchment con- 
ues. 
How many of them are piccolo 
layers? 

7? 
The Men’s Tie Foundation, 
hich believes in starting im- 
ovements at the top, is asking 
e gals to observe Valentine’s 
lay with something for the boys. 


vey 

The Minnesota Valley Canning 
ompany tells its stockholders 
at the period of effortless sell- 
ng is over. A salesman must now 


10w how to do something be-| 


ides make out his expense ac- 
ount. 
° oF 


A sensation of the Chicago fur- | 


iture show was a specially de- 
igned water repellent crib mat- 
ess, but reports failed to empha- 
we its drainage facilities. 


vewy 
With his background of expe- 
lence on the American Review 
f Reviews, the American Maga- 
ine and now the American Home, 
hube Norris rates as a close rival 
t Jack Armstrong, the all-Ameri- 
an boy. 
vwy 

‘Forget the stock market and | 
our high costs of production. 
tire a hansom cab and take your | 
ivises McGraw - Hill 
ional. 

The way the stock market is 
ling now, you might even be 
ble to afford it. 


7‘ ¥ 


Interna- 


ti Spearmint back on _ the 
tinters in generous supply, a 
‘of people are beginning to be- 
‘ve the war is really over. 

,; = wv 


anywhere in the world,” ad- | 
tises a competent young 
man. 
You can forget the past. 
v,wyY 
The Giants and the Dodgers are 


le ‘Vanbess in making the next 
Rseball classic a subway series. 


Copy CuB. 


| (which means king of all) domi- 
|}nant in drugdom. 


| 
| 


t girl twice around the park,” | chains alike. 


| 


| all brand of 5,000 drug 


With Doublemint, Juicy Fruit | 


Dart of Rexall Sets Out 
to Dominate All Drugdom 


$6,000,000 Campaign 
for ‘Superstores’ 
Backs Single Brand 


By LAWRENCE M. HUGHES 


Los ANGELES—The builders per- 
mitting, Justin W. Dart will open 
a new capital of the nation’s 
drug-store business here on Mon- 
day, Sept. 8. 

It will be a California kind of 
capital—pale green in color; low, 
broad, modernistic; with four in- 
ternal patios, and much parking 
space—at Beverly and La Cienega 
boulevards in aé_ section called 
Hollywood, seven miles from 
downtown Los Angeles. 

There was an oil well on the 
site when Mr. Dart started spend- 
ing $2,000,000 on it. Another oil 
well still gushes rather sluggishly 
across the street. 

Even before construction got 
under way he had trees planted 
in the hope of shade. But the 
trees are still somewhat embry- 
onic, and the sun beat down 
through the white dust as your 
correspondent dodged plasterers 
on an inspection tour. 


Expects ‘Rexall Square’ 


Probably the building will have 
a California kind of opening, with 
fanfare and celebrities and much 
strong light. Mr. Dart hopes that 
the LA city fathers who welcomed 
him so warmly at the end of his 
mass hegira from Boston two 
years ago, will call the corner, 
officially, Rexall Square. 

That would be another of a lot 
of forces which 39-year-old Justin 
Dart has brought to bear in the 
last five years to make Rexall 


Some of the others are: 

1. $6,000,000 annually in ad- 
vertising—roughly one-third each 
by Rexall Drug, Inc., itself in na- 
tional campaigns; by 9,500 affil- 
iated Rexall independent stores, 
and by 600 Liggett, Owl and other 
chain stores which the company 
owns. (He’d make them all 
“‘superstores.”’) 

2. Rexall store identification in 
the same blue and gold colors by 
the independent Rexallites and the 


3. Repackaging under the Rex- 
items 
which the company produces for 


(Continued on Page 36) 


Is Advertising 


really a closed field? 


See ‘Voice,’ Page 50. 


| Other features: 


For $7,500 and a future, will} Ad-libbing 


ahd , 12) 
| Advertising Market Place. 40 | 
| Chain Store Figures 


Department Store Sales . 56) 
OT! eee 22065008 
Farm Publications Linage. a 
Feature Page ........... 

Getting Personal .. 52 | 


Information for Advertisers 
Magazine Linage 

Photographic Review 

Private Lines ... : 
Rough Proofs ... 2 


Schenley Outlines 
New Agency Setup; 
Gibson to Kastor 


New YorkK—With appointment 
by its affiliate, Gibson Distilling 
Company, of Kastor, Farrell, Ches- 
ley & Clifford, New York, Schen- 
ley Distillers Corporation has 
completed organization of its ad- 
vertising agency setup in connec- 
tion with introduction of new 
brands and reintroduction of old 
ones. 

The Gibson line — advertised 
prewar through Federal Adver- | 
tising Agency — includes Gibson, 
Monticello and Cascade whiskies. 

Biow Company now handles 
Sir John Schenley, a new blend, 
and Schenley Reserve whiskies, 
and Roma wines. 

Peck Advertising Agency has 
Three Feathers VSR, a new blend; 
Three Feathers and Green River 
whiskies, Carioca rum, and Marie 
Brizard liqueurs. 

McCann-Erickson places Golden 
Wedding whisky; Schenley Export 
advertising; Old Charter straight 
whisky, being reintroduced; Mc-| 
Naughton’s Canadian blended 
whisky, a new product, and La 
Boheme wines, now promotionally | 
inactive. 

Federal agency has Cream of 
Kentucky, as well as James E. | 
Pepper bond whiskies, being ee! 


William H. Weintraub Company 
handles Ancient Age _ straight 
whisky, being reintroduced, and 
Coronet brandy. 

Kleppner Company has I. W. 
Harper bond whisky, being rein- 
troduced; the new Pebbleford | 
bond whiskies; Cherry Heering 
cordials, and Dewar’s Scotch. 

Batten, Barton, Durstine & Os- 
born has Cresta Blanca wines, | 
which at present are inactive. 


| 


EB... WaeSC1OUS FLORIDA 
Tangecine Juice 


IN HANDY CANS ...READY TO SERVE: . 


THIRST-QUENCHER — The Florida 
Citrus Commission broke its first copy 
for canned tangerine juice with this 
full-color Pictorial Review page July 13 
in Boston, Chicago and Detroit, and 
July 20 in New York and Baltimore. 
Benton & Bowles, New York, is the 


agency. 


Liquid Assets 
Pattern Changes 
Little in 1946 


WASHINGTON — The patterns of 
liquid asset holdings among va- 
rious income groups remained 
generally unchanged in 1946, de- 
spite a $10 billion increase in 
money income, according to the 
latest data from the Federal Re- 
serve Board’s annual study of 
consumer finances. 

The second of three articles 


| based on this 1947 study, appear- 
introduced. li 


ing in the Federal Reserve Bulle- 
tin for July, shows that 10% of 


|all spending units still have 60% 


of all 
savings 
accounts, 
46,300,000 


the government bonds, 
accounts and checking 
and that 40% of the 
spending units have 


little or no savings of these so-| 


called “liquid” types. 
With the total for liquid assets 
up $8 billion to a peak of $130 


billion, the median liquid holdings | 


(Continued on Page 57) 


Last Minute News Flashes 
Leaf Gum to Spend $750,000 in Spots Alone 


Cuicaco—Leaf Gum Company will launch a greatly expanded cam- 
paign for Leafmint and Leaf Spearmint next fall, aiming at 15% of 


the $175,000,000 gum business. 


will run in Collier’s, Cosmopolitan 


The 12-month radio drive calls for 
$750,000 of spots on more than 100 stations. 


Large-space insertions 


, Life, The Saturday Evening Post, 


Woman’s Home Companion and other magazines, and outdoor will 
be used extensively. Bozell & Jacobs is the agency. 


Drackett Expands Test Markets for Garbex 


CINCINNATI — Drackett Company, 
garbage deodorant in southern cities, 


list. 


which last fall tested Garbex 
is adding test markets to the 


Newspaper ads of varying sizes up to 1,000 lines will be sched- | 
uled in Syracuse, Louisville, Joplin and Madison, Wis 
will be used in Louisville and Des Moines. 


., and spot radio 


run in Jacksonville, Tampa and Houston newspapers, and via spot 


radio in Miami. 


Young & Rubicam, New York, is the agency. 
. 24\JWT Resigns Reynolds Metals Account 


New YorK—J. Walter Thompson Company has resigned from its 
part of the account of Reynolds Metals Company, Louisville. JWT has 


sions. 


| handled the aluminum foil, pigment, railway supply and utensil divi- 
These will be divided between the remaining two Reynolds 
12| agencies, Buchanan & Co., New York, and Griswold-Eshleman Com- | 


22 | pany, Cleveland. The total appropriation in recent years has exceeded 
4 $1,000,000. 


(Additional News Flashes on Page 63) 


The campaign will also} 


McCann-Erickson, 


Cohen Agency Bows 
with Kastor Alumni 
and Grove Segment 


New Yorx—Another advertis- 
ing agency specializing in pack- 
aged goods started July 1, when 
Harry B. Cohen Advertising Com- 
pany, 1 E. 57th St., got under 
way, staffed largely by H. W. 
Kastor alumni, and powered by a 
sizable chunk of the Grove Lab- 
oratories account. 

Mr. Cohen had handled the ac- 
count at Kastor, and subsequently 
left for Dancer-Fitzgerald-Sample 
where he worked on the Ameri- 
can ‘Home Products account. When 
James Grove was discharged from 
the Navy, he offered a portion of 
the account to Mr. Cohen, who 
took it to J. D. Tarcher & Co. in 
1946. 

The new agency will place ad- 
vertising of Grove’s 4-Way cold 
tablets, chill tonic, and Dr. Por- 
ter’s antiseptic oil. It has also 
been appointed for Hope, Inc., a 
New York denture products man- 
ufacturer (whose owner is Knox 
Ide, onetime president of Ameri- 
can Home), and American Handi- 
crafts Company, East Orange, 
N. J., which owns three retail 
stores and expects to launch ex- 
tensive mail order advertising. 


Aleshire, Brown Join 


Besides Mr. Cohen, other ex- 
ecutives of the agency are Edward 
Aleshire, who worked with Mr. 
Cohen at Kastor, and_ subse- 
quently with Blackett-Sample- 
Hummert, did a stretch in the 
Navy and ran the West Coast of- 
fice of Geyer, Newell & Ganger, 
who will be creative director; and 
Clarke R. Brown, recently with 
Olian Advertising Company, St. 
Louis, Lake - Spiro - Shurman, 
Memphis, and Kastor, who will be 
media and research director. 

The agency is now placing spot 


Gruen Liberalizes 
Dealer Co-op Plan 


CINCINNATI—Gruen Watch Com- 
pany has announced a liberaliza- 
|tion of its dealer cooperative ad- 
vertising plan. The plan is also 
|expanded to cover car cards and 
outdoor. 

Under previous plans, Gruen 
paid half the cost of newspaper 
space for ads devoted 75% or 
more to Gruen watches. Changes 
provide: 

Gruen will share the cost of 
space devoted to its watches in 
|all ads, in addition to paying half 
the cost of ads devoted 75% to 
| Gruen. 

It will pay half the cost for 
car card, poster or 24-sheet space. 

Regardless of how small or 
large a jeweler’s annual Gruen 
purchases, he becomes eligible to 
participate in the 50-50 plan. A 
percentage of the jeweler’s pur- 
chases during the calendar year 
determines his ad allowance. 

The manufacturer will supply 
newspaper mats, cards and out- 
door material to dealers. The plan 
|is retroactive to Jan. 1. 

New York, 


‘is agency for Gruen. 
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radio in the South for the chill 
tonic and antiseptic oil, and Mr. 
Brown is surveying radio stations 
preparatory to launching a 4-Way 
cold tablet drive. 

Besides the Cohen agency, 
Grove retains Duane Jones Com- 
pany (Grove cold tablets and 
Pazo) and Small & Seiffer (Kare 
deodorant). 

Last year was a spectacular one 
for Grove. Besides the resigna- 
tion of its general manager, Harry 
B. Goldsmith, it switched its ad- 
vertising account from Russel M. 
Seeds Company to Duane Jones; 
Seeds readied a suit for $160,000 
against the advertiser (subse- 
quently settled out of court); John 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manvfocty’ Corporation 
900 Kibby St., -ranaiay Pry U.S.A. 


STrodemorts Rep U.S. Pet OF. ; 


Kettlewell, who had worked on 
the account, resigned from Seeds 
in protest; Grove cancelled “Re- 
veille Roundup” on NBC; named 
Small & Seiffer to handle Kare, 
and filed suit for $1,000,000 dam- 
ages against Tide, alleging that 
the business paper had imputed 
that Grove’s financial standing 
was questionable. 


Motorola Introduces 
Portable Transmitter 


Motorola, Inc., Chicago radio 
manufacturer, this fall will intro- 
duce its new Handie Talkie, a port- 
able FM battery-powered trans- 
mitter and receiver weighing only 
7 pounds. 

Operating in the 25-44 mc. band, 
communication between units is 
said to exceed two miles. Price of 
the units, suitable for police, fire 
fighters, etc., will be approxi- 
mately $250. : 


Lloyd to Promote Chair 


Lloyd Mfg. Company, Menomi- 
nee, Mich., furniture maker, will 
launch a campaign of half-page, 
two-color ads in This Week Maga- 


KOOL-ING—Celebrating the opening 
of the new Don Lee outlet, KOOL, 
Phoenix, Brown & Williamson, through 
BBDO, began a nightly news series for 
Kools, and Arizona's Citrus Queen 
Doris Shaeffer presented this ice-cake 
display to Station Manager R. E. 
Goebel. 


zine and 13 Sunday papers for its 
Lloyd Rock-A-Feller adjustable 
chair. Hoffman & York, Milwau- 
kee, is the agency. 


Prepackaged Fruit 
Brings High Price 


in Western Tests 


Los ANGELES—Market tests on 
the pre-packaging of western ap- 
ples, cherries and figs at shipping 
point have established premium 
prices ranging from 2 to 10 cents 
a pound, according to Franklin 
Gindick, marketing consultant on 
fresh fruits and vegetables. 

As a result, experiments are 
now being undertaken with Cali- 
fornia plums and will be extended 
later to pears and grapes, under 
Mr. Gindick’s direction. The tests 
are being closely watched because 
of the potentialities in merchan- 
dising and advertising when con- 
sumer packs carry brand identi- 
fication through all levels of trade. 

In the first tests undertaken 
last winter, Mr. Gindick worked 
with six Washington State apple 
growers, who packed Delicious 
apples in consumer cartons sold 


\in the Los Angeles market. Sales 


Parents’ Magazine 
expandable homes are 

going up! 

Today, PARENTS' MAGAZINE Expandable Homes may 


be found in seventeen communities across the country. 
Many of them are already occupied. And many more will 


soon be built by families with children who have 


purchased sets of the plans. 


PARENTS 


MACATINE 


eryymnim, The PARENTS’ SEAL 
‘ inspires confidence 
and increases sales! 


Parents’ Magazine, 52 Vanderbilt Avenue, New York 17 
Boston * Chicago * Atlanta * San Francisco 


This home building program was conceived as a service to 
PARENTS’ MAGAZINE readers. When surveys proved that 
families with children needed a particular kind of home, 
PARENTS’ MAGAZINE commissioned eight leading 
architects to design homes with “family livability" 

the first consideration. 


The first home embodying this new concept of family 
living was published in the March 1946 issue of 
PARENTS’ MAGAZINE. Five more have been published 
since. Right from the start, reader-interest in this project. 
has been overwhelming. Hundreds of families have 
ordered sets of the plans. And countless letters of 
appreciation continue to pour into the Family Home 
Department of the magazine. 


The PARENTS’ MAGAZINE Expandable Homes program 
is typical of the strong support the magazine gives to 
advertisers of home products. For eight consecutive years, 
PARENTS’ MAGAZINE has devoted a higher percentage 
of its editorial content to Home Building than any other 
Women's Service, Weekly or general Monthly magazine! 
You can reach your biggest market for home equipment, 
furnishings and appliances by advertising in 
PARENTS’ MAGAZINE. It is received each month in 

the homes of well over 1,000,000 families with children! 


Advertising Age, July 21, 194 


of Delicious apples in test stor 
increased 40% after the packagy 
apples were stocked, Mr. Gindj 
said, and a price premium of tw 
cents a pound was realized. 


Cherries Bring Premium 


Shifting to cherries in th 
spring, the experiments continue 
with Santa Clara cherries packej 
in one-pound cartons. About 12, 
000 pounds were marketed in |, 
Angeles in a three weeks’ peri-, 
and commanded a premium ayer 
aging 10 cents a pound. 

Figs packed at Modesto in boxe 
similar to those used for cherrie 
were shipped by air to Chicag 
and by rail to Los Angeles. 4 
with other pre-packed fruits, cop 
sumer reaction was excellent, 
Gindick said, and growers re 
ceived an average premium of | 
cents a pound over prevailin 
market prices for figs in con 
ventional wooden trays. 

Experiments now are bein 
conducted by four California plu 
growers and the consultant, usin 
an open-faced tray holding fro 
8 to 13 uniformly sized plum 
having a total net weight of 11 
pounds. A handle three-fourt 
of an inch wide carries the ship 
per’s brand and gives the carton; 
basket-like appearance. 

While many problems remain 
Mr. Gindick said, tests show tha 
consumer packaging has “enor 
mous possibilities in bettering re 
turns to growers and giving con 
sumers a better, fresher and more 
sanitary product.” 


‘Outdoors’ to Franklin 


Franklin Advertising Service, 
Boston, has been appointed tq 
direct the advertising of Outdoors 
Boston. The agency has resigned 
the account of Hunting & Fishing 
effective Aug. 1. 


Gets Watch Account 

James Fisher Company Lid. 
Montreal, has been named to di 
rect the advertising for Hatch & 
Co. Ltd., Quebec, maker of Omega 
and Tissot watches. 


Joins Elliott-Daly 

M. Hendricks Broughton, for 
merly of B. Altman, New York 
has joined the copy staff of Elliott 
Daly, San Francisco. 


Names DeLott Agency 
Paul DeLott, Inc., Cincinnati 
has been appointed to handle thé 
account of Lowenthal’s Furriers 
Inc., Cincinnati. 


BASIC 
QUESTIONS 


What do you wish people 
to believe about your 
business? 


Whom do you wish to 
hold these beliefs? 


The answers are_ the 
fundamentals of profit- 
able advertising. 


IT DOESN’T PAY 
TO ADVERTISE... 
Unless you do it right! 


JOHN MATHER LUPTON 
Co., lnc. -ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N.Y. 


ae | 
¥ } | Fe: | 
; : gi a oui 2 | 
eae _ Pha ¢ an 
3 75 | Ce if 
a Bo aa rK —- 
. _ |° 3°45 
i a #£  \fum 
gg in ; io 
ii - 8 eo | 
a oe 
| 
| | _ | ee 
:) Tt | 
; N weaver a a 
ee 
—aeeeeeee Ree a en 
| | 
7 | 
— Pe ee 
— | LS 
. ie * = fa oF 2 oa 5 
Z # a eo 
— t he =e | 
eles ; a Ee Stew { 
is SF Ae ol ee ; 
= 2 ; . 
Bs ‘ , ay ‘ ; 
; cap. i | 
bg a fi « | 
. ; | a’ es 7 # | 
cl = é * eS 
<a . 5 a eg 
ES — ee 
cab 3 ie eee. . 
| Fas pee y 
. \ 2 Cyt 
i aa \t } ge) 
4s ‘ 
| : bd 
oom 5 (4G : 
ea i} " £ Page ms 
* _ 
3 ~ a7 \ & me 
Sa } antl y Py 4 n : ; oe 3 
=e * ; - 7; ; a oS ate. tee 2 4  * a : : 
i Be } 4% £8 : “eee oh, Mas oe os ie. | 7 wed . ode 
gs +4 sell - fT : ae ‘ioe Pen te“ (t's tee Th B — \ 2 ‘ Bio 
ere TE VS , —<_ — Oe 
4 "ts . ae 2 rel. >, = ‘< A WY “-z iv " f ite _— 7 Sie ; 
7 —— a rt a ae ¥ ae oy \.  \aeee 
a Ppp dey Re ee ee SS a C) i toe — 
YY %,%7, », “a- ye _ See au} 2 fy 
>> ™% 2 4 Fou, ae 8 “a4 : Se \\ : | | ‘ 
Bes “64, a> Cop ae be (ag SN | iii ~ 
<a wg a o 1, lie 3 “— cK a: =. x Ps, NS 
— iy v ~ — F - = ‘ és ai a 
: asa ike »  } sean 
. a Size : 4 . ge A Pa “1 ’ )\ 4 SP RREA 
“? if Si a ae : eis ee a q 4 j 
. f 1 mk eee ’ ; 
a ‘ ” “ . ss c >. ai : “ a a <a - 


TVvice 
ed td 
doors 
signed 
shing 


, for 
York 
‘Hliott 


WANT TO TAP A BILLION AND A HALF SMACKERS? 


The first SPORT Reader Survey brings out into 
the open one of America’s richest man audiences 
with median income at $3,916. 


For many another useful fact about this great, 
new, sales-making man-market, send coupon 
below for SPORT Reader Survey I. 


SPORT Magazine, 205 E. 42nd St, New York 17, N. Y. 


Please send me copy of SPORT Reader Survey I, at your earliest 


convenience. 

Name 

Title Comp 
Address 

City. State 
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WHICH REMINDS US - 


NO OTHER MAGAZINE 
COSTING 25¢ (OR MORE) 


HAS EVER GROWN 


$0 BIG, SO FAST! q 


OW AMERICA’S NEWSSTANDS * 


canna ai 


3 2 a 


* SPORT'’s first 6 months of 1947 averaged over four hundred 
thousand newsstand circulation alone. 


Is that good? That’s more than 4 times better than TRUE’s 
first year... 3 times better than ESQUIRE’s ... 8 times 
better than NEWSWEEK's . . . and nearly 8 times better 
than TIME’s first eighteen months! 


taut tw ray ¢ : « 


the Magazine far America's Millions of Sport Spectators 
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Plugs W. Massachusetts 


Western Massachusetts Electric 
Company, Springfield, is dis- 
tributing a new direct mail folder 
to its customers telling the ad- 
vantages of living and working in 
western Massachusetts. 


Ronnie Sales to Artwil 


Ronnie Sales, Inc., apparel 
maker, has appointed Artwil 
Company, New York agency, to 
handle its mail order advertising 
in newspapers and magazines. 


CAR CARD ADVERTISERS! 


SEND FOR 
FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


‘CARDISPLAY™~ 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 


|start in the fall. 


Boston and Dayton 
Start Store Audits 


New YorK—The continuing 
monthly grocery audit program of 
the Bureau of Advertising, ANPA, 
has been advanced with the addi- 
tion of Boston, by the Herald and 
Traveler, and Dayton, by the 
Journal - Herald. Similar audits 
already are operating in New 
York, St. Louis, Cincinnati and 
Gary, Ind. 

Launching of the Boston and 
Dayton audits follows seven 
months of sample-testing of stores. 

Winston-Salem, N. C., is being 
sample-tested for an audit, spon- 
sored by the Journal and Twin 
City Sentinel there, which would 
Also expected 


before the year’s end are audits 
in Detroit, Indianapolis, Los An- 
geles, Oakland, Portland, Ore., 
San Francisco, Toledo and Wash- 
ington, D. C. 


Miss Wallace to Prince 


Grace Wallace, formerly an ac- 
count executive with Tracy, 
Locke, Dawson, Inc., Dallas and 
New York, and with Ruthrauff & 
Ryan in New York, has been 
named director of advertising and 
sales promotion of Prince Gard- 
ner Company, St. Louis manufac- 
turer of personal leather products. 


Huhta Joins Cairns 

Ray H. Huhta, formerly with 
Kenyon & Eckhardt and Fuller & 
Smith & Ross, has joined John A. 
Cairns & Co., New York, as di- 
rector of media. 


N. Y. Farm Groups 
File Application 
for FM Network 


IrHaca, N. Y¥.—Rural Radio 
Network has filed an application 
with the FCC for the construction 
of a six-station FM broadcasting 
system to provide a rural program 
service for 40 counties in New 
York. 

The network is to be operated 
by the non-profit Rural Radio 
Foundation, which has_ been 
established by nine farm organi- 
zations in the proposed broadcast 


*750,000,000 
Retail Sales in 
700,000,000 Milwaukee, 1939-1946 
Retail sales in Milwaukee county were 
$796,508,000 in 1946, according to 
Sales Management Survey of Buying 
Power ($887,000,000 by Census Bu- 
5650,000.000 reau estimates). The percentage gain 
—— since 1939 is the largest for any city 
over 500,000, but Los Angeles. 
Reason No. 1—94,700 MORE people 
employed in Milwaukee county than 
in 1939—357,700 in April, 1947. 
5600,000,000: Reason No. 2 — Factory production 
worker pay rolls have more than 
TRIPLED—were $8,106,000 weekly 
for 152,100 workers in April, 1947, 
compared to $2,660,000 weekly for 
95,600 workers in 1939, 
550,000,000 Reason No. 3—Income in 1946 to- 
taled $1,315,427,000, or 250% of the 
1939 figure. The average per family, 
$5,314, was exceeded in only one city 
as large or larger. 
500,000,000 
*450,000,000 
In this top bracket market you can reach 97% 
of all families in the ABC City Zone in ONE 
*400,000,000 newspaper— 
THE MILWAUKEE JOURNAL 
350,000,000 
ce: Emploment and pay rolls, Wisconsin In- 
rial Commission Income and annual retail 
sales, Sales Management Survey of Buying Power. 
300,000,000 | 
1939 1940 1941 


1942 


1943 1944 


5 lh A 


1945 1946 
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territory. 

H. L. Creal, farmer and as. 
semblyman from Homer, N. y. 
president of the foundation ang 
the network, said the system jg 
designed to serve families on 110. 
521 farms—75% of all the farms 
in the state of New York. 

Rural Network’s application ex. 
plained that its programming 
would emphasize news, weather 
broadcasts, market reports, farm 
talks, nostalgic and _ religious 
music, and quiz programs. Pyj- 
vate and governmental surveys 
have shown these to be the out. 
standing preferences of rural 
audiences, the applicant said. 


Commercial Programs Limited 


Several departures from tradi- 
tional broadcasting procedures 
are planned by the network, 
which will make no attempt to 
secure a maximum listening audi- 
ence and will accept only a lim- 
ited number of commercial pro- 
grams. 

Declaring that adequate tech- 
nical farm information is not 
made available to agriculturists 
by existing broadcasting stations, 
the petitioners said their network 
could supply this need with the 
help of colleges and federal and 
state agencies. 

Rural Network disavowed any 
intention of competing with major 
network shows, and said its sta- 
tions will make use of local talent 
whenever possible. 

Transmitting stations ‘are to be 
set up at Hermitage in Wyoming 
county and Bristol Center in On- 
tario county; Newfield in Tomp- 
kins county; De Ruyter in Madison 
county; Cherry Valley in Otsego 
county and Turin in Lewis county, 


Plans Research, Education 


Profits of the foundation are to 
be devoted to “research, educa- 
tion and other causes in the pub- 
lic welfare.” 

Member organizations in the 
foundation are: New York State 
Grange, Farm Bureau Federation, 
State Federation of Home Bu- 
reaus, Dairymen’s League Co- 
operative Association, New York 
State Horticultural Society, Vege- 
table Growers Association, Coop- 
erative Grange League Federa- 
tion Exchange, State Poultry 
Council and Artificial Breeders 
Association. 


FM STATIONS CLAIM 
1,033 SPONSORS 

New YorK—FM broadcasting 
stations in 21 states and the Dis- 
trict of Columbia now have a 
total of 1,033 sponsors—mostly 
local merchants—who buy 1,730 
units of time weekly to sponsor 
17 different types of programs. 

Published in the July issue of 
Frequency Modulation Business, 
these figures are the result of 4 
survey made of the 51 FM stations 
operating commercially. Data were 
secured from 43 of the number. 

In the areas covered by the 
study there are 343,550 FM re- 
ceivers now in use. 


Names Miss McDonough 


Mary-Catherine McDonousg), 
former radio chairman for te 
Massachusetts Recovery’ Board 
and onetime associate editor 0° 
ADVERTISING AGE, has joined the 
public relations staff of Keesler 
Army Air Field, Biloxi, Miss. 
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IN LOS ANGELES 


Many an Angeleno who builds post-war airplanes wishes he had 

one to live in. A multi-million dollar demand for housing is just part of 
the rich market story in Los Angeles, where bank debits last year 

soared to $31,938,691,180—an increase of 194% since 1940. 

Los Angeles County is America’s Fastest Growing Major Market—and 
the Los Angeles Times is its Number One newspaper . . . delivered 


to more homes than any other West Coast daily. 


ad 


NOTE: Due to the newsprint shortage and our primary obligation to supply a complete summary 
of news to our readers—we continue to ration advertising space. 


LOS ANGELES 


CIRCULATION—PUBLISHER’S STATEMENT FOR SIX MONTHS ENDING MARCH 31, 1947: Daily, 412,606; Sunday, 759,045. 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER ° NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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6 
Thomas Joins McGaugh 


Hinds V. Thomas, who formerly 
operated his own agency in Cor- 
pus Christi, has joined McGaugh 
Hosiery Mills, Dallas, as director 
of advertising and public rela- 


Railroads Adopt 
Instalment Basis 
for Ticket Sales 


tions. 


KTYL Appoints Malone 


Station KTYL, Mesa, Ariz., has 
appointed E. W. Malone, formerly 


Cuicaco—More than 50 major 
railroads on Sept. 1 will start sell- 
ing tickets on the instalment plan. 

The plan will apply not only 
to passenger fares but to all 


of WOWO, Fort Wayne, Ind., as| necessary travel expenses, includ- 


station manager. 


ing cash for clothing and equip- 
ment on vacation trips. Announce- 


NOW OVER 


ST. JOSEPH NEWS-PRESS 
St. Joseph Gazette 


ment was made by H. W. Siddall, 
chairman of the Railroad Pas- 
senger Interterritorial Committee. 

Use of the instalment plan re- 
quires no collateral or down pay- 
ment. Travelers—vacationers, 
business men or others—may 
merely go to the ticket offices of 


cooperating railroads, or to travel 
agencies, and apply for credit, 
which will be granted in 24 hours 
usually, after routine credit in- 


quiry. Payments may be made) 


on a monthly basis up to one year. 


AMERICAN AIRLINES 


TRIES TICKET VENDOR 

New YorKk—American Airlines 
is experimenting with a revolu- 
tionary new ticket machine here 
which it hopes will greatly speed 
ticket selling to passengers 
throughout the U. S. 

The machine prints, audits and 
issues a ticket, regardless of rout- 
ing, in five seconds, eliminating 
the time-consuming routine of 
writing information on tickets. 

General Register Corporation, 
Long Island City, N. Y., built the 


machine to specifications of Amer- 
ican Airlines. Additional advan- 
tages are: 

Fares are printed on the tickets, 
so that agents need not refer to 
rate books. 

The machine issues tickets in 
duplicate, covering departure 
point, destination and stop-over 
cities; one-way or round-trip data; 
the fare and tax; the date issued; 
whether sale is, cash, by travel 
card or exchange order; ticket 
number; machine number, etc. 


Wohlwerth to Allied 


Mark M. Wohlwerth, formerly 
assistant advertising manager of 
Libbey-Owens-Ford Glass Com- 
pany, Toledo, has joined Allied 
Advertising Agency, Cleveland, as 
account executive. 


THEY’VE STOPPED WEARING PETTICOATS on Petticoat Lane, 
Kansas City’s smart shopping center, but the shoppers are as 
feminine as ever. Many shop with THE NEW YORKER tucked 
under the arm. NEW YORKER advertisements are eagerly read 
by the 1,314 families who buy our magazine in the Kansas 
City area. In fact, passing around of THE NEW .YORKER swells 
our total readers there to 7,884 habitués of Petticoat Lane. 


BRER RABBIT LOST THE HONOR when Kansas City’s early 
settlers turned down a suggestion that the town be called 
Rabbitville. Nevertheless, it is possible for advertisers to 
multiply their Kansas City sales rabbitwise, by reaching 
people other people copy. Such are the directors of the Kansas 
City Southern Railway Company, and 50% of them subscribe 


to THE NEW YORKER, 


GUESS 
YOUR 
WEIGHT] 


R/® 


SLENDERIZING IS OUT for the steers that pass through the 
Kansas City stockyards. They’re on their way to be fattened 
into T-bone steaks for you. Meanwhile, we are fattening up 
some T-bone business for advertisers who want to reach the 
Kansas City squirearchy . . . for instance, the residents of 
the hoity-toity Nichols district. One out of every ten families 
in that filet mignon neighborhood gets THE NEW YORKER, 


Oo. SOGLOW 


K.C. MERCHANTS SLEPT4COZILY under the warm buffalo 
robes they took in trade for calico, whiskey, and whatnot, in 
covered wagon days. Today they prefer coin of the realm, or, 
best of all, the profitable charge accounts of Kansas City’s 
gentry. At Harzfeld’s dazzling emporium, for example, 57% 
of Kansas City’s NEW YORKER subscribers are charge cus- 


tomers, and they charge plenty. 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK 18, N.Y. 


82% of its United States circulation 


THE NATIONAL WEEKLY OF THE LEADERSHIP MARKET 


Kansas City is ome of the 41 Primary Trading Areas in which 84% of the nation's department store business is transacted and in which The New Yorker concentrates 


Advertising Age, July 21, 1947) 


Perry Brothers 
Announce New 
Printing Process 


LEEsBuURG, FLta.—John H. Perry 
Jr. and Farwell W. Perry last 
week announced that the William 
J. Higgins Company has beep 
printing the Leesburg Commercia| 
Ledger for the past several] 
months by a new process. 

In research at the company’s 
plant at Ocala, Fla., several new 
mechanical improvements are in 
prospect, of which this is the first, 
The method prints a 12-page 
weekly paper without linotypes, 
matrices or stereotype plates, each 
page of the paper being printed 
directly from one sheet of en- 
graved magnesium. 

Composition of the body type is 
done by IBM’s Electromatic pro- 
portional spacing typewriters: 
heads have so far been set with 
Phototype, but machines have 
been made and will shortly be in 
mass production which will en- 
able the setting of heads by the 
typewriter method. 


Uses Conventional Presses 


The company says any number 
of pictures may be used at no ad- 
ditional cost, and the quality is ex- 
cellent because the original en- 
graving is the printing plate: 
unlike photo-offset, the process 
utilizes conventional presses, 
either flat-bed or rotary. 

The magnesium plate weighs 
less than a pound, compared with 
the 46-lb. weight of conventional 
stereo plates, and enables greater 
press speed and less wear on the 
press. With the new process, there 
is no checking for composition 
errors; the copy goes direct from 
typewriters to makeup boards and 
to the engraving room. 

The Perry brothers are chair- 
man of the board and president 
of the Higgins company, and ex- 
ecutive officers of Western News- 
paper Union. Their father, John 
H. Perry, is WNU’s president. 


15” Newsprint to Be 
Exempt from Tariff 


Rep. Clarence Brown (R., 0O.) 
introduced a joint resolution last 
week which would change the 
definition of standard newsprint 
under the tariff act to include 
“paper in rolls of not less than 15 
inches in width.” 

Sixteen-inch width is the smal- 
lest now exempt from tariffs, but 
the 15-inch paper became popular 
during the war because of scarci- 
ties, and many publications have 
continued to use such _ rolls. 
Prompt approval in both House 
and Senate is expected. 


Noxzema Signs Heatter 


Noxzema Chemical Company, 
Baltimore, for Noxzema skin 
cream and shave cream, has signed 
to sponsor Gabriel Heatter via the 
Yankee Network. The Mutual- 
originating program will be aired 
Fridays, 9-9:15 p.m., over 15 sta- 
tions of the network. 
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The 1948 Industrial Market Data Book will be bigger and better than 
any of the previous editions. This in itself will be a major achievement, 
for in the years since 1921 when the first edition was printed, industrial 
advertising men have come to rely upon it as the sharpest of their 
working tools. 

The 1948 edition will contain more information, more detailed data, 
facts on additional markets. Constantly improved, it will have even 
more detailed cross-references. More sources of information are added 
each year. The editors are devising new ways to make it easier and more 
convenient to study even small portions of markets, to compare them 
with other markets. 

This new edition will reach by far the greatest number of industrial 
advertising executives ever to receive the Industrial Market Data Book. 
This great audience of men and women responsible for buying and 
placing industrial advertising will be nearly three times the size of the 
group reached before the war. 

This triples the number of buyers you should be reaching with your 
basic presentation. It is a measure of the greater opportunities that are 
yours in the industrial field, vastly expanded by the war. 

Because the Industrial Market Data Book is the only place where 
marketing executives can find data on both markets and media filed 
together, its function is unique in the field of promotion. Its life ex- 
tends over a full year, and thousands of marketing and advertising exec- 
utives use it almost daily. 

As a result, your basic presentation in the Industrial Market Data 
Book is a full-time salesman, on hand to present your story every time 
the market you serve is studied. 

Yet rates are so low, that no medium with a stake in the industrial 
advertising field can afford to omit having its reference data filed in the 
industrial Market Data Book. More than 200 leading business, trade 
and industrial publications file their complete stories here year after 
year. Make sure that you are adequately represented. Reserve your 
space today. CLOSING DATE, SEPTEMBER 15, 1947. The Industrial 
Market Data Book is the thirteenth issue of Industrial Marketing, and 
is distributed as the Market Data Book Number of Industrial Marketing. 
Subscription price $2 a year. 


ADVERTISING PUBLICATIONS, INC. 
_ THE LARGEST PUBLISHING HOUSE SERVING 


Russ Building, SAN FRANCISCO 4 


+e. 


"CONSUMER 


Many changes and improvements have been made in the 1947 Consumer 
Market Data Book, which was distributed last month to more than 5,500 
key marketing and advertising executives. Every national advertiser, 
every important regional advertiser, and every advertising agency han- 
dling such accounts in the United States and Canada received a copy. 

The new publication date, in midyear, several months ahead of the 
time when most advertising appropriations are prepared, allows ample 
time for thorough study of markets long before the high pressure days 
of preparing media schedules are reached. 

New 1945 farm census figures provide a wealth of up-to-date informa- 
tion of a type which has not been available since before the war. The 
rapid industrialization of farms and the vastly increased income of farm- 
ers have made them a market for many products previously sold only 
to industry. 

New 1946 estimates of buying power, from official sources, bring a 
great amount of data up-to-date. Conveniently arranged in new and 
easily used tables, the new figures are hench-marked to the 1939 census 
of manufacturers figures, making it easy to study the progress made by 
all markets. 

New state, county, and city tables replace data previously published. 
It is now simpler than ever for marketing, sales, and advertising execu- 
tives to compare all vital indices of various cities within a state, or to 
compare them with other cities in other states. 

Media which have filed factual reference data alongside information 
on the market they serve will expose their story to key executives thou- 
sands of times between now and next fall, when appropriations will be 
made up, and thousands of additional times by the time the 1948 edition 
is published a year from now. 

Newspapers, magazines, radio stations, outdoor advertising companies, 
car card operators, and other media from coast to coast have filed de- 
tailed presentations in the 1947 edition of the Consumer Market Data 
Book. When your appropriation next comes up, don’t overlook the 
importance of reserving space in the Consumer Market Data Book. 

Advertising Age’s Consumer Market Data Book is distributed on a 
controlled circulation basis to all leading national advertisers and their 
agencies. Single copies supplied to others, $5 a copy. 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING « CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


Garfield Building, LOS ANGELES 14 330 W. 42nd St.. NEW YORK 18 


mn — 


pe = : 5 Pe, es” oe Be AA? 
oa a L ¥ rie ov 2 cra! Wee. 
; ies wae “ ie : : : hy TPT dae OF 
Be a ‘ ae 5 : " ; : , > Nees : ‘ ges: o 
a oy, , ae mt “oe : Paes a 
* t ‘ ee po 
=o ay ages “Vir a yk an ae ns D " ei 4 ie ap ae pe oe : Remy: ores St ostiate ee : r: ae ‘oa a 
a fon ae re Sante Boe? ; : « sta A Sadie rise — = 7 
Ms. es ae o oe Pe e's are aaa bid TE tes 
"A ba | eae - ae BR F re te che: oe Bar beg Maiee bas 
? oa B ¥ aa pee vols Saag age ae an ~ aaa Se ae rah exe 
ia een SR eo Sar ee ables: ae a hea "sd ae ae am 
ast ¥ > a sy i —_ " oa Te ae Bj : a rae Bears e) pene aa Pa ee = ae 
; goa ci 4 ‘ : caecteres : TOS ne ae ate ce an ‘ex : ee 
iam OO ae ee kee = 
een A 5 i % et es: be : = OR eae ae 4 p 7 2 . — : _ id pea s be bis v OTe 
~ OW ASH * ' a a ome —_— ae | 
7 | ees ee ae ee i 
a : eee ies Feo ue ee oi r ae 
a — F 3 , 
s —— 2 Ltavebust 
new —" ‘ 1072 
“Se : a 3 2 rs - 
> In ok ee Pe 
‘irst, é a ae 
Dage oa 
pes, 
each sean Bee 
nt oo aout ee 
- nisth nt MARHE! Bib. ee ; 
Sith ; ME Fi £2 f A bata eher eae ae ‘ 
en- eee us jah eee ——— 7 ie Ai AS 
Re Be ig re AL Sita > Re : : 
2€ is A ind ial Bee oi. SNS fp 
ro- q 48 In 4 ’ ER , 7 i Fa, PS 
‘i 4 ° Book NuMe 2/ "94 fe, 
ers: a\ ¢ DATA 2 7 <—f 
| , MARKET © ) é ee: S 
have : 4 a Fi ae ae ad : rd k Su Rte 
¢ ¥ ae ; Pg ne ad eireulations tor ie 3 a. Mier tng : es 8 Oo ue: ; 
5 1 ee 1 specification’: rates OE 1g U.S: industry —e | rhe Seas tian k . 
ei Sait Mechanic “ papers now $©' , > : ne mp), Sear 
: a the 2 (900 busines , . ; “ion, ete . Sf 
a $ ae ad L tary, cen een 
) ad- 0 ee OO meet 1 Magy yin Ree 
5 ex + Cee ,o ~~ win Mu Sunes Pome = 
= CC xf mooi ang oa 
|| @ pee ise : z Be mang str, “ en, 
bes at st 23 leq, *ti 
late: % gaia — ; oe oa wt D, > 1939" Me, = 
eee npenneei ; ; Z pate RS ‘ser, 
meee , eae ee “aman gesting 
Beret F oe teas 
sf aancs RTO ns RCo wre to 
Ses, ee pusiness = ove* guides: atid 23 Se = Preys, MBopetker, a Se. . Prete, 
‘ ver of director aa ; eee s ty S |? og: te ann” Phi ‘ nal 
Pighs sieiler usin , Boece cite @ fee rectal Mey Cena Cont? Po 1945 - 4 
5 1S e Reet, cna ata Bose Pre es ener See for. " 20p eae nA D4 . feur, ani seg 1g ~ 4 
a a F oe ean a Fo ae sd reac fi “ wile ae oun 9g iu. bs 
‘ 9, Rar pre ves Baars Rec SR ae © aig cant Marga’® . 
# : wont ee ae ——— Sitar a Seng ney,” the ets i 
san 01 TE estes iin. ° « Mer Veh P 
— pba Sa Se as he m, Me, es nd 
# —————— (gS Phe A in ial 
Soha eas tae co, Me: = 
Sa Veg ve, Xe or 
: Pecan? Cd 4, “enie,, OF ‘aa 
SOR ea ¥ €acy tly are " 
; “OR eee ca mea ind a 
SSS 
a 
— 
as 
a 
a 
r 
signed i 
la tne ma 
itual- a 
aired ; 
5 sta- ; 
—— P 
the 
ition ; 
} 
4 
CRS | 
3 ‘ 
of : 
| E y_* a 
s 4 
Boy " : 4 i 
a THE ADVERTISIN 8 \ , 
) SESE G FIELD e ° 
7 ee. cpa a = 
G intaslnepinemia 2 : ~ f 
INS 100 E. O age K/ 2 ' ‘ 
; . Ohio St., CH Ss: sintads 
. CHICAGO yy A ES Rae, SRT ' 
ll a 4r} 0 * U —$—$$ $$$ $$$ " 
< ‘ , . ' 7 es ‘ si 
: Ah ¥ 


CBS Radio Sales 
Alters Rate Cards | 


New York—New rate cards for 
the seven Columbia-owned sta- 
tions and the other two CBS sta- 
tions represented by Radio Sales 
include a 2% cash discount prin- 
ciple in the form of a penalty 
clause. The revised cards become 
effective July 27. 

No increase has been made in 
the base rate of any Radio Sales- 
represented station and revisions 
are restricted to minor time, an- 
nouncement and participation ad- 
justments. 

Discounts will be figured on the 
basis of a broadcast week of Sun- 


Write for information on 


¢2 


E-ST/K 


T.M. Reg. U.S. Pot. Off. 
Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York |, N.Y. 


day through Saturday. Format of 
the cards has been changed in line 
with suggestions made by the rate 
card committees of the Four A’s 
and NAB. 


Furniture Prices Hold, 
Thompson Tells NRFA 


Furniture prices will remain 
firm for some time to come, Merle 
Thompson, advertising mdnager, 
Haverty Furniture Companies, 
Atlanta, told members of the Na- 
tional Retail Furniture Associa- 
tion at the semi-annual furniture 
show in Chicago last week. 

Mr. Thompson said that mod- 
ern-style furniture has grown 
amazingly in consumer acceptance 
and that “color coordination is 
here to stay.” Buying at the fur- 
niture market, he said, is for the 
most part confined to 60 or 90-day 
commitments. 


Gets Dental Account 


The Newark Institute of Me- 
chanical Dentistry has appointed 
the consumer department of Mer- 
cready & Co., Newark, to handle 
its account. 


Sutfon and Agency 
a Hot Combination 


on Vornadofan 


Miles Leche Helps 
with Funds; See 
$10,000,000 Sales 


Wicuita—Those wartime prom- 
ises of marvelous products to 
come after the war never seemed 
to include fans, but one of them— 
the Vornadofan—has become one 
of the biggest postwar marketing 
and advertising successes. 

Sales of the fan, made by O. A. 
Sutton Corporation here, are ex- 
pected to total $10,000,000 this 
year. The product is only two 
and a half years old. In the first 
18 months, $6,500,000 of the fans 
were sold. 

Its maker says it is outselling 


long-established brand-name fans 
and is the largest single seller in 
the field. From the start, adver- 
tising has played a major—and 
unusual—part in Vornadofan suc- 
cess. 

The agency-client relationship 
is very special. When Ottis A. 
Sutton, head of the company here, 
found that the Vornadofan was 
going over big after it was 
launched nationally, he also found 
need for more cash to expand his 
plant. At this point, Miles Leche, 
president of Leche & Leche, Dallas 
agency which had the account, 
put $250,000 of his own money in 
the company. 


Uses 10 Magazines 


This year Vornadofan’s adver- 
tising budget is more than $500,- 
000. Full and half-page, two- 
color ads run in American Home, 
Better Homes & Gardens, Fortune, 
Good Housekeeping, Life, National 
Geographic Magazine, Popular 
Mechanics, The Saturday Evening 
Post, This Week Magazine and 
Time (including international edi- 
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smooth operator 


Raspy horse hoof. Jumpy saw teeth. 
Ragged pipe seam. 

Wherever the rough edge, the tough 
yet precise teeth of Nicholson Files 
operate speedily on behalf of smooth- 
ness. More than 3000 kinds, cuts and 
sizes help the skilled mechanic and 
the hobbyist-in-the-basement choose 
The right file for the job. 


Our client, the Nicholson File Com- 
pany, is the largest company of its 
kind in the world. 


N.W. Ayer & Son, Inc. 


Chicago Detroit 


Boston Honolulu London 


Advertising Age, July 21, 1947 


tions). 

The campaign was not always 

so large. The first time Suttop 
advertised, it ran a small cam. 
paign of 56-line ads in a few na. 
tional magazines, primarily to test 
the selling formula. The response 
was staggering; 7,000 inquiries 
the first month, and letters ang 
phone calls from “all over the 
world.” 
, Vornadofan sales and advertis. 
ing, contrary to the industry pic. 
ture, have continually held up to 
the summer level throughout the 
year. From the first, ads said 
“Use a Vornadofan in winter? 
Why certainly!” 


Systematic Development 


The Vornadofan story is one of 
systematic evolution of a product. 
It was engineered and designed 
to launch the warborn airplane- 
parts Sutton company on a peace- 
time career. Line production was 
decided on to permit mass sell- 
ing. Company officials chose to 
market the fan—which they pre- 
fer to call an “air circulator’—as 
a high-class specialty item. It re. 
tails from $57.63 to $144.15 in 
four models. 

The name itself combined the 
twisting and swirling ideas of 
“vortex” and “tornado.” Months 
before it began production, Sut- 
ton retained the Leche agency. 
Booz, Allen & Hamilton, Chicago 
management company, worked 
with the Dallas agency in market 
surveys, mapping sales strategy 
and promotion planning. The ap- 
proach was for year-round adver- 
tising. 

A distribution setup has been 
arranged under which franchises 
are given to the best distributors 
in 58 distribution areas into which 
Sutton has divided the U. S. Ex- 
port of Vornadofans in quantity 
began in June under a contract 
assigning to RCA - International 
selling rights for one year outside 
North America. South America 
is the first market receiving at- 
tention, and ads will run in pub- 
lications reaching countries there. 


Lists Trade Publications 


Seventeen trade publications are 
being used by Sutton. They are: 
American Exporter, American 
Hair Dresser, Department Store 
Economist, Electrical Dealer, Elec- 
trical Merchandising, Electrical 
South, Factory Management & 
Maintenance, Heating, Piping & 
Air Conditioning, Hotel Manage- 
ment, Institutions, Journal of the 
American Medical Association, 
Kansas Business Magazine, Mod- 
ern Beauty, Modern Industry, 
Progressive Grocer, Super Market 
Merchandising and Wichita Maga- 
zine. 

A dealer cooperative campaign 
has been started. Dealers pay half 
the cost of nmewspaper ads, dis- 
tributors pay a fourth and the 
manufacturer a fourth. 

Copy stresses that the fans cil- 
culate air throughout rooms much 
farther than ordinary fans do; 
that they are quiet and attractive: 
that they keep warm air cil- 
culating in cold seasons. 

The Vornadofan cone arrange- 
ment, it is explained, “super- 
charges” the stream of intake all 
and delivers it to all portions of 
the propeller. Cones are supposed 
to give nearly total efficiency t° 
the propeller. 

Mr. Leche is second to Mr. Sut- 
ton as a stockholder, holding a! 
the preferred stock. The company 
plans to launch additional prod- 
ucts. 


Seeks Meetings Switch 


The Chicago Convention Bureau 
is mailing a four-page folder urs- 
ing more convention groups ! 
|switch to weekend meetings 
| Chicago because of less crowdiné; 
| availability of more hotel rooms 

(“Thursday to Sunday afternoo? 
| hotel occupancy generally falls ‘ 
its lowest point”), better restau- 
|rant service and more taxis 2° 
| parking space. 
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SHE HOLDS THE INQUIRER ’TIL SHE 
PLANS HER SHOPPING 


Because The Philadelphia Inquirer has become the 
friend and advisor to Philadelphia women, it has 
earned unquestioned leadership in America’s 3rd 
market. Women depend on The Inquirer for a com- 
plete, clear presentation of news. Plus features that 
help her run her home and please her family. If 


you advertise to women, you belong in Philadel- 


phia’s productive newspaper —The Inquirer. 


TELL IT IN THE MORNING... TELL IT IN 


The Philadelphia Anguirer 


Notional Advertising Representatives: OSBORN, SCOLARO, MEEKER & CO., NEW YORK, CHICAGO, PHILADELPHIA, DETROIT; FITZPATRICK & CHAMBERLIN SAN FRANCISCO 


Member: AMERICAN NEWSPAPER ADVERTISING NETWORK: FIRST 3 MARKETS GROUP; METROPOLITAN GROUP COMICS; METROPOLITAN GROUP GRAVURE 
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Opens Paris Office 

Norman D. Waters & Associates, 
New York advertising agency 
specializing in textile, fashion 


“Long established; 
excellent standing; 
highly regarded by 
our growers." 

—John Snyder, 
Horticulturist, Wash- 
ington State College. 
Write for full story 


1135 $. E. SALMON ST. * PORTLAND 14, OREGON 


and accessory fields, has opened a 
Paris office at 53 Avenue Mon- 
taigne. Faith Shipway, for 20 
years in the Parisian fashion, 
publicity and promotion fields, 
will be in charge. 


R. I. Seeks Tourists 


The State of Rhode Island has 
launched a campaign in the Prov- 
idence Sunday Journal; New York 
Times, Herald Tribune, World- 
Telegram and Sun; Philadelphia 
Inquirer; Washington Post and 
northeastern newspapers. The ads 


offer a free booklet, “5 Reasons 
Why You Should Vacation in 
Rhode Island.” 


Hardware Book Out Soon 


The 1947-48 edition of. the 
“Hardware Age Annual Merchan- 
dise Directory,” which contains 
names, addresses and trade names 
of more than 12,000.manufacturers 
of hardware merchandise, is ex- 
pected to be in the mail around 
July 24. This issue will be the 
largest in the history of the pub- 
lication. 


Remler Names Totten 


Jack Totten, formerly a branch 
manager of Gilfillan Bros., Los 
Angeles, has been named vice- 
president in charge of sales of 
Remler Company, San Francisco 
radio manufacturer. 


Joins Kaiser-Frazer 

Walter Fishman, formerly on 
the Baltimore staff of Associated 
Press, has been added to the pub- 
lic relations department of Kaiser- 
Frazer Corporation, Willow Run. 


George Burns Tells 
How to Keep 
Sponsors Happy 


Sales, Not Ratings, 
Interest Advertiser, 


of Brand-Identification Signs 


Separately 
or Combined 


No matter what effect you want in illumi- 
nated brand-identification signs—in de- 
sign, color, technique, brilliance—you'll 
find it at ‘“‘Neon of Lima.” Our service, 
backed by nearly 20 years’ experience, 
is expert, efficient—complete. 

While we supply many prominent na- 
tional concerns, our clientele is by no 
means restricted to big-budget adver- 
tisers. We are fully equipped to provide 
for any advertiser, large or small, a pro- 
gram of distinctive illuminated point-of- 
sale displays . . . signs that SELL where 
customers BUY. 

Growing buyer’s market competition 
makes local-outlet brand identification a 


“must” for real merchandising success. 


-- OFFERING A 


a 


Send us your requirements—includ- 
ing trade-mark, colors wanted, or our 
sign program expert will call at your 
convenience. We'll gladly submit plans 


and sketches. No obligation, of course. 


WRITE FOR FREE BOOK ===> 


Read how Brand and Dealer Identifi- 
cation sign programs are developed by 
National Advertisers. Learn how this 
important point-of-sale advertising can 


fit into your budget. 


"QUALITY Neon and Fivorescent Signs... 


Veteran Comic Says 


BY MAURINE BROOKS 


New YorK—Radio artists doy’ 
necessarily need to be friend) 
with the sponsor, but they shou); 
love the sponsor’s product. Theg 
are the sentiments of Georg 
Burns, who has been getting along 
beautifully with some sponsor 9 
other for 14 years. 

The interview was a joint on 
with George and his wife, Gracj 
Allen, but on this occasion—qui 
out of keeping with her airwave 
character—Gracie let her husban 
do most of the talking. . 

“The important thing is sale 
not rating,” George said. “That 
what the advertiser spends hi 
money for, and if the show doesn 
bring him that, he is not going 
be pleased.” 


Must Be Sold on Product 


“Gracie and I have to be sold 
on the product before we worl 
for the company. A program maj 
have a very faithful following, bu 
if the product tastes bad, the peo 
ple aren’t going to keep on buying 
it just because they like th 
jokes.” 

Nor do George and Gracie sym 
pathize with those entertainer 
who moan when the man who j 
paying for the show takes 45 sec 
onds more to get his sales messag 
across. 

It was this comedy team whic 
pioneered in the field of getting 
the sales talk into the body of th 
show in an effort to keep the lis 
tener from turning off his min 
—if not his radio—while the com 
mercial was being read. 

George and Gracie are still fir 
believers in this type of commer 
cial and will use it on the Max 
well House Coffee show, whe 
they begin their fall season 0 
NBC, through Benton & Bowles. 


Sponsors Are Interesting 


Although he has found those 0 
his sponsors (the veteran come 
dians have had six), whom he ha 
known personally, to be interest 
| ing people, George says it is muc 
simpler not to know the adver 
tiser too well. 

It’s much more comfortable 
| work with the agency representa 
| tive as a buffer. Saying ‘“‘no”’ to 
| sponsor who called and asked fo 
| such-and-such a change as a per 
|sonal favor would be difficult, h 
said. 

George’s definition of an idea 
sponsor: one that buys the sho 
year after year. . 

Being sold on the advertiser 
wares definitely means using th 
product, according to George, wh 
assured us that in the Burm 
household only Maxwell Hows 
coffee is served. 

The question of how long the 
remain faithful to an ex-spons? 
is something else. We didn’ 4s 
|George and Gracie if they sti 
|have Swan soap in the house 


‘Sive Agency Moves 


; Leonard M. Sive & Associate 

m™ |Cincinnati agency, has move“ 
offices from 124 Governmen: ! 
to the Ohio Savings Bank ! 

| ing. 


: | Appoints Gardner 


Harvey Comics Group, 
York, has appointed R. F. ©#! 
ner Company, Los Angeles _ 
San Francisco, as its Pacific © °° 
representative. 
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Glasser-Gailey Names 2 
Kenneth <A. Price, formerly 
with the Los Angeles office of J. 
Walter Thompson Company, and 
Elliott V. Bogert, have been ap- 
pointed account executives of 
Glasser-Gailey, Inc., Los Angeles. 


Ford Adds Millis 


Ford Motor Company, Dearborn, 
Mich., has added John B. Millis, 
formerly in the public relations 
office of Kaiser-Frazer Corpora- 
tion, to its news bureau staff. 


Program Reaction 
Index Developed 


New YorK—William A. Yoell, 
research counsellor, says he has 
perfected a method of measuring 
the “disposed” radio audience. 

The Yoell Index, which was 
tested originally for Lever Bros., 
not only reveals how large an 
audience is, continuously through- 


‘out the day or for any specific 
|program, but determines the dis- 


position of the audience to listen|doing when the radio was turned | names in all advertising except 


at any particular time to any 
specific program. 

Mr. Yoell said the index was 
arrived at by correlating the re- 
sults of a specific program or time 


of living habits throughout the 
country, which directly affect 
listening habits. 

He said the index seeks to cor- 
rect the normal audience rating 
by taking into consideration such 
|factors as what the audience was 


survey with a continuing study | ing any program. 


on; the location of the radio in| signs. The new law was suggested 
relation to listeners; who turned | and sponsored by the state board 
it on and why; if the program is | Of pharmacy. 

heard regularly, and the number | 
of times the dial was turned dur- 


The HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


Ads to Carry Full Name There is only one publication 
Pennsylvania state legislature 
making it compulsory for Penn-| KNIT GOODS WEEKLY 
sylvania drug stores, after Jan. 1, ONE MADISON AVE. * NEW YORK 10, N.Y. 
| 1948, to use their full corporate 


HARDWARE 


‘Farmers Demand Advertised Products’’ 


... says Kollmeyer of Fremont... 


~G And Carl Kollmeyer ought 

ff to know, because he has been 

3 in the hardware business in 

Fremont, Nebraska, for twenty- 

five years. From first-hand ex- 

perience, he knows his business, his market, and 
his customers. Mr. Kollmeyer has_ received 
national recognition as an outstanding independ- 
ent retail hardware merchant, and he has built 
a sales volume that places him in the top bracket 


in his field. 


The new store which Kollmeyer opened recent- 
ly is the last word in. modern store design. The 
visual construction makes the entire front of his 
store a showroom for hardware and appliances. 
The fixtures, shopping islands, and arrangement 


were all designed to promote efficient display and 
merchandising of products. 

“You will notice,” says Mr. Kollmeyer, “that 
most of my products are consistently advertised 
brands. Farmers will not buy unknown substi- 
tutes for the best. I like to handle products 
advertised in the Nebraska Farmer because my 
customers have confidence in them when they 
see them advertised in THEIR OWN farm paper. 
Why, I’m a farmer, too, and have been reading 
the Nebraska Farmer regularly for years. I 
KNOW how much influence it wields.” 

When Kollmeyer examined the strip lists of 
Nebraska Farmer subscribers on the rural routes 
out of Fremont, he found that he knows 90 per 
cent of the people—most of whom are his cus- 


Carl Kollmeyer, of Kollmeyer Appliances 
and Hardware, Fremont, Nebraska —a 
veteran of 25 years in his field. 


tomers. He has watched the products, advertised 
in the Nebraska Farmer, move off his shelves in 
record time, and that has served as proof enough 
that the Nebraska Farmer ranks first as an adver- 
tising medium for Nebraska farm people. 


xk * 


The Nebraska Farmer is read in 
7 out of 8 Nebraska Farm Homes 
twice each month. 


These Products, Sold by Kollmeyer Appliances and Hardware, Are Advertised in the Nebraska Farmer. 


American Steel & Wire Company 


Anderson (Carl A.) Inc. 


Appliance Distributors, Inc. 


Berry Seed Company 
Briggs & Stratton Corp. 
Butler Mfg. Company 


Fat ert DeLaval Separator Company 
Disston (Henry & Sons) Inc. 


Flex-O-Glass Mfg. Company 
General Electric Company 


Griswold Seed & Nursery Company 


Hudson (H. D.) Mfg. Company 
Keystone Steel & Wire Company 
Louden Machinery Company 
McDonald (A. Y.) Company 
Malleable Iron Range Company 


Mantle (The) Lamp Company 
Milcare Company 

Miller Chemical Company 

Miller Products Company 

National Pressure Cooker Company 
Sentinel Radio Corp. 

Sunbeam Corp. 

Whitehead (Jud) Co. 

Yager Seed Company 
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Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Frances Jameson. Chicago: Murray E. 
Crain, Emily C. Hall, Robert Murray, 
Jr., Charles B.: Cunningham, Jeanne 
Scharnberg. 


European Editor, F. A. Marteau 


Correspondents in All Principal Cities. 


Advertising Director, Charles B. Groomes 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 


New York: T. K. Worthington, O. O. Black, 
Halsey Darrow, 
Greenwood. 

Chicago: O. L. 
tising Mgr. J. F. Johnson, J. C. Gafford 


San Francisco (4): Simpson-Reilly Ltd., 
Editorial Production, F. J. Fanning Russ Bldg., Wm. Bloir Smith, Mgr. 
Librarian, Elizabeth G. Carlson Los Angeles (14): Simpson-Reilly  Ltd., 


Garfield Bidg., Walter S. Reilly, Mgr. 


ADVERTISING 


Robert Snow, James C. 


Bruns, Western Adver- 


10 cents a copy, $2 o year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


Physical Handling of Contests 


There are reports in the food 
trade that grocers in various sec- 
tions of the country are grumb- 
ling more or less vigorously over 
the Dreft promotion reported in 
these pages a couple of weeks ago. 
This promotion calls for 15 cents 
off on the purchase of two pack- 
ages, with a coupon from news- 
paper ads. 

The grumbling seems to stem 
from the fact that P&G salesmen 
pick up the coupons from grocers 
as they make their rounds, and 
reimburse the grocers at that time 
for the coupons they have col- 
lected. This, say the grocers, takes 
a lot of executive time and bother, 
and tends to make the promotion | 
unprofitable to them. Why, they | 
ask, can’t the grocers mail their | 
coupons to P&G and get one cent | 
per coupon for handling and serv-| 
ice, as was a fairly general custom | 
in prewar days? 

The point is an interesting one | 


channels of distribution, which is | 
likely to anger or annoy anyone?) 
That is a question which every 
manufacturer who plans such 7 
promotion should ask himself, and 
answer definitely, before he com- | 
pletes his plans and makes his an- 
nouncements. | 
He should bear in mind, espe-.| 
cially, that conditions 
stores are not yet similar in all | 
respects to what they were half a 
dozen years ago. Almost all out-| 
lets are still doing more business | 
in less space and with smaller ef-| 
fective personnel than they| 
thought was possible before the | 
war. As a consequence, promo- | 
tions set up on a basis which | 
might have been entirely satisfac- 
tory in 1939 or 1940 may create 
annoyance and dislike now. 
Certainly it will do no harm to 
re-appraise methods and tech- | 
niques which have not been used | 
generally during the hectic war 


REEL ARR EE ALR 


“tT want 10,000 radios to give away on 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11, Ill. 


—Radio-Craft 


our radio show—if you can build them 


for 50 cents each." 


upon which we have no intention | years, to make certain that condi- | 
of passing judgment. But it does | tions or attitudes in the trade have | 
raise a question which should be | not changed so much as to render | 
of major interest to all advertisers them dangerously irritating. Such | 
at a time when contests, pre- a re-appraisal might easily un- 
miums and similar shot-in-the-| cover new ideas and concepts 


arm promotions seem definitely | 
destined to reach new peaks. 

Is there anything about this) 
promotion, including its physical | 
handling down through all 


the | 


which can make the promotion far 
more effective than it might be if 
time-tested, but recently unused, 
methods are adopted without 
careful checking. 


Rapidly Approaching Normal 


The Newspaper Advertising Ex- 
ecutives Association resolves that 
retail promotions which “unduly” 
stress a magazine tie-up should be 
carried at national rates or not at 
| ao 

Don Belding says retail adver- 
tising gets wider readership than 
national advertising, and_ that 
therefore lower, sliding scale rates 
for retailers and higher, flat rates 
for national advertisers are 
oir... . 


un- 


The radio networks are having 
a fine time accusing each other of 
distorting coverage and _ listener 
figures to confuse buyers. . . 

Magazines because 


are upset 


newsstand 


returns, after ap- 
proaching the vanishing point, are 
edging upward to what would 


have been considered “‘very good” 
in most cases before the war... 

furniture and 
home furnishings market are ex- 
hibiting extreme wariness, and re- 
buy that 


Buyers at the 


fusing to anything 


doesn’t look like a lot better qual- 

ity than the wartime stuff. . . 
Advertisers are griping about 

the high cost of advertising. . . 


Agencies are complaining bit- | Weinstock says, with a satisfied 


terly about the constantly increas- 
ing squeeze on their profits. . . 

Space and time salesmen are 
discovering that they don’t have 
to keep their transoms tightly 
closed any more to prevent a flood 
of unwanted orders. . . 

One publication is said to have 
gone into the hole more than 
$100,000 on a_ big’ subscription 
campaign which found magazine 
strangely unwilling to 
send back the order. card. . . 

A flock of high-priced Holly- 
wood radio talent is finding itself 
the fall 
because advertisers apparently 
have decided that talent costs are 
getting out of line... 

Quite obviously, the advertising 
getting back to 


buyers 


unemployed for season 


business is nor- 


mal! 


Get the Idea? 


In spite of all the money the 


Hartley bill, the most effective— 
if coercive — union advertising 
we've seen is this cartoon from the 
Brotherhood of Painters, Deco- 
rators and Paper Hangers, AFL. 
When work slowed down, and 


lords’ repeated excuse about a 
paint and paper shortage, it took 


fete 


painters. Do my apartment K 
| now or I'll call the O.P.A.! R 


General Electric’s electronic 


|range is supposed to heat frozen | 
| AFL used in combatting the Taft- | foods instantly, which we suppose 


|/marks the end of an era. . 

Paas Dye Company is already 
actively promoting the use of “real 
|eggs at Eastertide.” .. 

| One of the things we never 
| thought would happen, just hap- 


in retai]| te union got wind of the land-| pened. We had a letter from a 


public relations manager of a 
| manufacturer, telling us he was 


| this ad—in about this space—in sending along a book explaining 
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District Council No. 9 ° 


BROTHERHOOD OF PAINTERS, DECORATORS & PAPER HANGERS, A.F.L. 


Louis Weinstock, Sec'y-Treas. 


all New York dailies. 

Louis Weinstock, secretary- 
treasurer of the union, says he 
and Ted Zittle, a Manhattan pub- 
lic relations man, collaborated on 


| the ad. It was a single shot and 


“got us out of that situation,” Mr. 


air. If the “voluntary 15% rent 
increase” leads to similar deco- 
rating difficulties, the union will 
go back to advertising, he says. 


Jottings 

Robert E. Levee, editor in chief 
of seven detective magazines for 
Postal Publications (Complete, 
National, Expose, Exclusive, 
Amazing, Leading Detective and 
Ten True Crime Cases) has gone 
to Europe for a six-week study of 


penal institutions in England, 
France and Italy. . . 
The Hotel Lowry, St. Paul, 


gives guests the choice of regular 
or G-E electric blankets. . . 

Aileen Ryan, fashion editor of 
the Milwaukee Journal, has ori- 
ginated the idea of using taxider- 
mist’s animal eyes as buttons. The 
Journal featured the idea in a 
page layout... 


,; his company, and he asked AA 
|not to mention it editorially. . . 

| Question mark dep’t: Accord- 
ing to Prater Advertising Agency, 
St. Louis, listeners of WLOG, Lo- 
gan, W. Va., kept requesting a 
transcribed jingle for Falls City 
Brewing Company on the station’s 
“Record Request” program... 

Edward J. Fielden, managing 
director of J. Walter Thompson’s 
India offices, thinks 
power in India will double in the 
|}next two decades. . . 

“Man bites” dep’t: Almost un- 
noticed was the suggestion of 
Carman G. Blough, research di- 
rector for American Institute of 
Accountants, that basic financial 
statements by industry use clearer 
terminology and provide more in- 
formation. 

When you telephone KROW, 
San Francisco, a voice answers 
“It’s 9:30, KROW time.” 


According to Dr. Henry C. 
Link’s Psychological Barometer, 
34% of the public believes it is 


not “good Americanism” for some 
people to send their children to 
private schools while others go 
to public schools. 


purchasing | 


No. 2820. What Store Display 


Material Will Food Dealers 


Use? 

In this report on results of a 
nationwide survey of retailers. 
The Progressive Grocer shows the 
preferences and extent to which 
the common types of food store 
display material will be used by 
independent and _ combination 
| Stores. The study devotes each of 
| 20 pages to a specific type of dis- 
|play material and indicates pref- 
/erence according to store arrange- 
ment, size of town, size of store 
and geographic location. 


No. 2821. Take a Look at Mil- 
waukee Business. 


The Milwaukee Journal has is- 
sued this folder, which shows, by 
means of graphs and text, the 
gains in population, employment, 
payrolls, annual family income, 
retail sales and other market in- 
dexes, 1939-1947. 


No. 2822. Samples of the New 
and Improved Kimfect and 
Truefect. 

These two sample books, issued 
by Kimberly - Clark Corporation, 
contain printed samples in black 
and white and in color, showing 
the effectiveness of various adver- 
tisers’ illustrations reproduced on 
1. -C’s Kimfect and Truefect Level- 
coat papers. 


No. 2823. 
duction 
plays. 

| McCandlish Lithograph Cor- 
poration pictures, in this booklet, 
the basic steps involved in the 
production of displays. 
and text are from the lithograph- 
er’s movie of the same title as this 
booklet. 


The Creation and Pro- 
of Advertising Dis- 


Pictures 


No. 2786. Report No. 3, Continu- 
ous Consumer Brand Inven- 
tory of Grocery Products. 

The Pittsburgh Sun-Telegraph 
has issued the third report in its 
continuing study, giving the de- 
tails on brand data resulting from 
household inventories made dur- 
ing December, 1946, and January, 

1947. The area of investigation 

'was extended for this study to 

include the entire ABC city zone 

of Pittsburgh. This area contains 

a population in excess of 1,000,000 

as against the two-thirds million 

in the corporate city, former area 
of the study. The total panel of 

760 households remains the same, 

but 290 of the households were 

dropped by random drawing from 
| the corporate city sample and the 

/number added in the area beyond 

the corporate city zone. 


No. 2783. Catching Up with Plas- 
tics. 

This folder, issued by Haire 
Publishing Company, compiles the 
latest facts about plastics as ap- 
plied to home furnishings. [Illus- 
trations show uses for the many 
newly developed plastic materia's, 
with their trade names and qua!'- 
ties. 


No. 2789. The Most for Your $. 


In this folder Boot & Shoe Re- 
corder shows how it stands on 
circulation and renewal percent- 
ages, 1939-1947, analyzes its cov- 
erage of the shoe industry, its ac- 
vertisers in 1946, and rates. 
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Emerson Maps 


$6,500,000 Drive 
to Sell Radios 


2,000,000 Output 
Foreseen for 1947 
by Company Head 

New York — Executives of mm 
Emerson Radio & Phonograph 
Corporation have outlined plans 
for a $6,500,000 advertising cam- 
paign—most of which will be allo- 
cated to newspapers—to push 
sales of the 2,000,000 radios the 
company expects to manufacture 
this year. This includes dealer 
cooperative schedules. 

Emerson, which last year ran 
cooperative copy in 300 dailies 
throughout the United States, will 
ballyhoo its products in at least 
500 newspapers during the 1947- 
48 season. All but about $1,000,- 
000 of the advertising budget will 
be devoted to this medium. 

Promotion is scheduled for some 
21 leading national magazines, 
with full color pages to appear 
soon featuring outstanding sets 
in the company’s new line of 20 
models. 

Only radio manufacturer listed 
among the top 100 newspaper ad- 
vertisers, Emerson has no im- | 
mediate plans for radio advertis- | 
ing. The company’s last show, a| 
Sunday afternoon drama over Mu- | 
tual, was dropped in 1944. 


| 
Should Hit 2,000,000 Mark | 


One of the new models, “Black 
Gold,” priced at $29.95, was so 
named to capitalize on a joint pro- 
motional deal with Allied Artists, | 
producer of a technicolor movie of 
the same title. 

Production figures were made 
public by Benjamin Abrams, | 
president of the corporation, dur- 
ing a two-day distributors meet- | 
ing here. He said the company | 
turned out 1,000,000 radios during 
the first six months of 1947 and 
expects to produce that many 
more during the rest of the year. 


He also said Emerson now is man- 
ufacturing 35% of the portables in 


the industry. 
Introduced at the meeting was 


a new table model television re-| 


ceiver with a ten inch screen. It 
is priced at $375. 
Dorman D. Israel, vice-presi- 


dent in charge of engineering and | 
production for the company, in- | 


dicated that he expects the prices 
of television sets to come down 
as soon aS a mass market is de- 
veloped. He predicted that 250,- 
000 sets will be sold this year and 
as many as 1,500,000 next year. 


Joins ‘Farm Journal’ 


William A. Courtenay III, for- 
merly assistant to the director of 
public relations of Houdry Process 
Corporation, has joined the sales 
promotion staff of Farm Journal, 
Philadelphia. 


—— 


D0 A TWO-WAY JOB 
through the 
a 


Variety Store Editions of 


CHAIN STORE 
> AGE 


Reach the BUYERS who 


LIST your products and the 


STORE MANAGERS who 
direct point-of- De 


sale distribution 


Tile Firm to Copeland 


Allan J. Copeland Advertising, 
Chicago, has been named to direct 
the advertising of Chicago Plastic 
Tile Mfg. Company, maker of 
Tile-O-Plastic wall and ceiling 
covering. Business papers, news- 
papers and direct mail will be 
used. 


Fir Door Names Harte 


John O’Hara Harte, formerly 
with Young & Rubicam, New 
York, as publicity executive on 


| the American Hotel Association 


account, has been appointed man- 
aging director of Fir Door Insti- 
tute, Tacoma, Wash., representing 
major Douglas fir door manufac- 
turers in the Northwest. 


Buys Publisher's Stock 


The Pacific Printer & Publisher 
Company, San Francisco, has pur- 
chased the interest of Roy M. 
McDonald, publisher, in Pacific 
Printer & Publisher. Worth Hale, 
editor, has become editor and 


| publisher. 


‘Food Freezing’ Names_ | 


Frank Hunt Laavy, formerly | 
with Quick Frozen Foods, has} 
been named eastern advertising | 
manager of Food Freezing, New | 


York. Charles H. van Kriedt, for- | ge 
merly assistant editor of Quick | fF 
Frozen Foods, has been appointed |} 
managing editor of Food Freezing. ‘ 
he 
| 
| 


Admen Elect Heestand 
Paul L. Heestand, president of | 

Color Arts, Inc., has been elected | 

president of the Advertising Club | 


13 


of Racine (Wis.). Others elected 
include: Elmer Otte, vice-presi- 
dent, and Arthur Westerbach, 


secretary-treasurer. 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 
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- = Meridan 7-i212, are said to have|any Mexican left XEQK on for} : |public relations and _ publicity 
M €xXI1co City Has | grown quite dependent upon this| 24 hours, he could hear “Drink ——** . glonegrge dio | Counselor. e..3 reaetarae wis serve) orem 
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S onsored Time tions tuned in for long at a time, | 16-page pocket brochure, entitled | resi rg : 
Bb advertisers buy spots at the rate Will Air Mel T Sh “What’s Your Television I. Q.,” - arnold 1 
Mexico Crry—This is one for|of one every one, two or four ei iorme OW | which answers in quiz fashion the Mink Goes to Western turers’ @ 
the benefit of those Americans | minutes. Toni, Inc., St. Paul, Minn.,/| questions most frequently asked The United Mink Producers’ 
who have had their fill of singing| A local distributor for the Coca- maker of home permanents, has | of RCA salesmen. Association, Janesville, Wis., has AY 
commercials and overlong plugs|Cola Company has one of the best oo - sponsor m3 = = ; — i em beh A rtising WB 
for the sponsor. spots on the schedule, immediately | (S'ilta show will be heard Satur; >amonisky Joins Larkin Wha... divect tte eneaetl Racine, J Robert 
The United States’ good neigh-| following the gong of the time minute show will be heard Satur- ke . is., to direct its advertising. 4 BB, cutive, 
: : : days at 5:30 p.m., starting in Harris Samonisky, former news-| campaign has been launched jn & percial 
bor, Mexico, has two stations, | signal. August. Foote, Cone & Belding,| paper man and_ publicist, has|class and fashion magazines and MwBAY, 
XEQK and XETT (shortwave),| In the most unlikely event that | Chicago, is the agency. joined Mark Larkin, New York | fur trade publications. ceeding | 
both in this city, which broadcast 
commercials 24 hours a day. This 
around-the-clock advertising is in- 


terrupted for a few seconds every | 
minute on the minute to give the | 
correct time. 


Providing the radio listeners 
with the correct time at such fre- 
quent intervals is a complicated 
process, which the stations keep 
straight by making a filing card 
for each of the 1,440 minutes in 
the day. Mexicans, who have no 
equivalent to New York City’s 
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Hornburg Leaves Hunt 


John W. MHornburg, eastern 
sales manager of Hunt Foods, 
New York, has become a partner 
of Sir Howard Trott in Hand, 
Arnold Ltd., Bermuda manufac- 
turers’ agent. 


WBAY Promotes Standart 


Robert W. Standart, account ex- 
ecutive, has been appointed com- 
mercial manager of _ Station 
WBAY, Coral Gables, Fla., suc- 
ceeding the late Norman MacKay. 


Fleischmann Uses 
Seasonal Sports 
in Newspaper Ads 


New York — Fleischmann Dis- 
tilling Corporation will release 
this month a newspaper campaign 
to promote Fleischmann’s 90 
proof, Preferred blended whisky, 
with copy and illustrations fea- 
turing seasonal sports. The sched- 
ule will reach its peak in most of 


a 
3 


the key markets across the coun- 
try during the last three months 
of the year. 

Advertisements of 400, 300 and 
200 lines will appear in about 75 
daily newspapers with a total 
combined circulation of 13,951,- 
000, with the entire copy story 
featuring the slogan “No Wonder 
Fleischmann’s Preferred IS Pre- 
ferred.” 

Copy in each ad will emphasize 
that “the quality which makes for 
perfection in sports is the same 


quality which also makes for per- 
fection in this splendid Fleisch- 
mann product.” 

Ads are prepared for release on 
a seasonal basis, with illustrations 
changing with the season. Some 
especially selected non-sport illus- 
trations will be used to stress “‘the 
skill that goes into a great work 
of art, the perfection in a star 
performance of a featured magi- 
cian, and the patience of a prize- 
winning chess player.” 

Ted Bates, Inc., is the agency. 


“In space buying we cannot assume that all readers have the same mental qualities and 


react to advertising in the same way. We know that many readers seldom even see the ads 


in their favorite magazines; their minds stay in other channels. And we know that some 


readers have alert, inquisitive minds . . . minds always in hot pursuit of useful informa- 


tion. They read advertising on purpose—for the information it contains. The more such 


minds you can reach with your message, the more your space dollars will produce.” 


* * * 


—E. F. WILSON 
McCANN-ERICKSON, INC. 


Right, Mr. Wilson, and we'd like to point out that the favorite publi- 


cation of some 3.7 MILLION alert, inquisitive, extra-responsive minds 


is Popular Mechanics. Here in this live, information-packed magazine 
the fact-hungry “P.M. MIND” finds the nourishment it needs ... not only 
in the engrossing editorial features but in the ads as well. It's a big, 


result-producing market for any man-bought product you can name. 


15 
Names Philco Export 


Philco International Corpora- 
tion, New York, has been ap- 
pointed to handle the export sales 
of home appliances made by 
Knapp-Monarch Company, St. 
Louis. The agreement covers all 
countries except Canada. 


Astaire Names Agency 


Albert Frank-Guenther Law, 
New York, has been appointed to 
direct the advertising of the Fred 
Astaire Dance Studios. Newspa- 
pers and national magazines will 
be used. 


Hadden Joins Gardner 


Thad Hadden, formerly with 
Conde Nast and Hunt Foods, has 
joined R. F. Gardner & Co., pub- 
lishers’ representative, Los An- 
geles and San Francisco. 


Lupomatic to Tyson 

O. S. Tyson & Co., New York, 
has been appointed to handle the 
advertising of Lupomatic Indus- 
tries, Inc., New York, manufac- 
turer of tumbling barrels and 
compounds for metal finishing. 


" TO MORE SALES IN 
AMERICA’S NO. 1 DAIRY STATE 


WISCONSIN 


O 


a . 


Seud-by 9 out of every 10 


WISCONSIN FARM FAMILIES 


| Wi 2 


WIN WISCONSIN 
with the PAPER 
Dairy Farmers Read 


Here is the one farm paper that 
can sell the top 90% of Wisconsin’s 
prosperous, progressive farm 
market without supporting help. 
Reaches 9 out of every 10 farm 
families in the state—gives you 
in a single medium within a single 
cover the concentrated, volume 
circulation that means volume 
sales. Win this richest of all dairy 
markets with its locally published 
state farm paper. Specific market 
ing information on request 


Published at Racine 


Wisconsin Since 184¢9 
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16 
Schreiber Quits Ad Post 


Fred G. Schreiber has resigned 
as advertising and sales promo- 
tion manager of General Electric 
Appliances, Inc., Los Angeles. No 
successor has been named. 


Jaques Drops Agency 
Jaques Mfg. Company, Chicago, 
maker of KC baking powder, no 


longer has MacFarland, Aveyard 
& Co., Chicago, as its advertising 
agency. A new agency has not 
yet been named. 


Form Hollywood Agency 


Irwin-McHugh Advertising 
Agency has been formed by 
George W. Irwin and Phil D. 
McHugh, with offices at 6700 Sun- 


| set Blvd., Hollywood. 


TORONTO, MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA ~— 
J. J. GIBBONS LTD. Avvertisinc~ 


HEAD OFFICE: 200 BAY STREET, TORONTO 
REGINA, 


CALGARY, EDMONTON, VANCOUVER 


Wilson Names Mougey 


Charles R. Mougey, formerly in 
charge of advertising and sales 
promotion of the Airtemp division 
of Chrysler Corporation, Dayton, 
has been named sales promotion 
and advertising manager of Wil- 
son Cabinet Company, 


Del., manufacturer of Zerosafe 


Smyrna, 


farm and home freezers, commer- 


cial refrigerators, 


milk coolers, 
etc. 


To Schuyler Hopper 
Modern Plastics, New York, has 
placed its advertising with Schuy- 


ler Hopper Company, New York, 
effective Aug. 1. 


home builders completed 


new houses in the Houston area last 
year and had another 3500 started but 
not completed at the start of 1947. 
J. C. Watts, executive vice-president 
of the Houston Home Builders’ Asso- 
ciation, estimates that between 12,000 
and 14,000 homes will be compieted in 


Houston in 1947... 


“In Harris County where Houston is 
located, population increased by more 


—AMERICAN BuILper, May 1947 Issue. 


To know and sell the Houston 
market, you need only keep these 
two facts in mind: (1) Houston, by 
far the South’s largest and richest mar- 
ket, is growing rapidly—but its growth 
is sound. (2) One single medium, The 


Houston Chronicle, reaches all levels and 


“HOME BUILDERS KEEP 
PACE WITH PHENOMENAL 
GROWTH OF HOUSTON 


“Despite government controls and 
critical material shortages, some 129 


about 8500 


than 170,000 between 1940 and 1947 
. . . Keeping pace with the increase in 
population and home building, the 
business section of Houston is expand- 
ing... Several multi-story office build- 
ings, a large six-story block-and-a-half 
square department store, hotels, edu- 


cational facilities and other heavy con- 
‘ struction on the boards or actually 


under way in 1947 totals about a half 
a billion dollars.” 


corners of this market with the rare efficiency which makes the space buyer’s job 


a pleasure. It is a matter of record that The Chronicle for 34 consecutive years has 


been first among Houston newspapers in both advertising and circulation. 


The Houston Chronicle 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
Notionol Representatives 


The Houston Market is sold 
when your story is told 


. in The Chronicle 


_ people 


of its advertising department. 


started campaigns. 
ih ok a: 
One of the largest public re- 
lations “firms” in the country is 


still the p.r. department of J. 
Walter Thompson Com pany, 
which employs more than 100 
in several JWT offices. 
Among its largest accounts—each 


providing estimated annual fees 
|of $75,000 or more—are the U. S. 


| 
| 
| 
| 
| 


} 


Navy, Institute of Life Insurance 
and Association of Playing Card 
Manufacturers. A major p.r. ac- 
count which JWT has just re- 
signed, with its part of the adver- 
tising account, is Reynolds Metals. 
% Ba oo 
Cunard White Star Ltd., is 
racking its promotional brains 
to get advertising media tied up 
with the maiden voyage to Amer- 
ica in August of its new 14,000- 
ton liner Media. The Media Men’s 
Association of New York, an or- 
ganization of advertising agency 
space and time buyers, may get a 
special invitation to take part in 
the festivities. 
% BS * 


Committees have finally ham- 
mered out the line to be followed 
in the Advertising Council’s pro- 
gram for better understanding of 
the economic system, and the ad- 
vertising agencies are expected to 
get approval of first copy in about 
a month. Howard Chase of Gen- 


With the end of sugar ration- 
ing, the major refiners are organ- 
izing for competitive sales and 
advertising. American Sugar Re- 
fining Company, New York, the 
nation’s biggest, which has run 
no consistent campaign for six 
years, is making plans to resume 
advertising, probably in the fall, 
through N. W. Ayer & Son. Lee 
Graves has been named manager 


National Sugar Refining Com- 
pany resumed newspaper adver- 
tising this spring, through Young 
& Rubicam, primarily to promote 
a new package. Several southern 
and western refiners also have 
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i. whether his method is potey 
and valuable or a useless dud? 
* * * 

Travelers in the Chicago aye; 
won’t be able to step up to a coin 
operated vending machine apd 
select their travel insurance po} 
icies, for a while at any rate. Plan 
for installation of 1,000 of the jy 
surance gadgets in departmey 
stores, service stations and drug 
stores by Reserve Insurance Com. 
pany of Chicago, announced sey- 
eral weeks ago, have been shelveq 
indefinitely. Objections presented 
to the Illinois state insurance (de. 
partment are said to be the rea- 
son for the delay. 

Airline patrons in New York 
however, have been able to pur- 
chase up to $25,000 trip insurance 
rom “Insurographs,” products of 
Lilly-Ames, Columbus, O., fo 
some months. 

Fears that the insurance sales- 
/man is passing from the American 
scene appear to be unfounded, td 
say the least. 

* po : 

Ruthrauff & Ryan’s F. B. Ryan 
Jr., president, and L. G. Frierson, 
vice-president, flew to London on 
July 6 for the announced purpose 
of “studying conditions abroad.” 
Specifically, R&R intends to open 
a London office, and more speci- 
fically, it hopes to get a chunk oj 
Unilever Ltd. Agencies now work- 
ing on Unilever are the British 
Lintas and Mather-Crowder, and 
the London offices of J. Walter 
Thompson and Young & Rubican 

Unilever controls, among other 
things, Lever Bros. in this coun- 
try, whose agencies are Federal 
National Export Advertising Serv- 
ice, R&R, JWT, FC&B, and Y&R 
Mr. Frierson is account executive 
on Rinso. 


ABC to Coordinate Plugs 


American Broadcasting Com- 
pany has appointed what the net- 
work claims is the first commer- 
cials coordinator, whose job will 
_be to see that the phraseology for 
| the plugs on the Paul Whiteman 


/eral Foods Corporation is general | daily disc jockey show harmonize. 
chairman of the program, devel-| To fill the position, Edward P. 


| 


| 
| 


oped jointly by the Association of 
National Advertisers and the Four 
A’s. 
cd oe 

One result of publication of the 
report of the Copy Research 
Council (AA, July 7) was some- 
what unexpected: W. S. (“27 
points”) Townsend promptly 
wrote a letter to every member 
of the council, saying that he is 
convinced that his evaluation 
method will tell a good ad from 
a bad one, but that he might be 
wrong, and wouldn’t the council 
please appoint a committee at 
once to determine once and for 


Erich has been borrowed from 
the sales presentation department. 


Vapor Promotes Kirkby 


Norman O. Kirkby, of the 
sales service department, has been 
named director of research of the 
Vapor Car Heating Company, 
Chicago, manufacturer of heating 
and temperature controls for 
trains, airplanes, buses and othe! 
carriers. 


Leslie Salt to McCann 


The San Francisco office of Mec- 
Cann-Erickson has been appointed 
to handle the advertising of Leslie 
Salt Company, San Francisco. 


Don't Be Satisfied with Ordinary 
DISPLAYS 


Way We Suggest... 


| Now is the time to employ our counsel 


Wasteful 


and services to insure best acceptance, 


maximum use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in" the force of na- 


tional advertising. 


i R E é 36 Pages 


Pictures . . . On 

Exhibit of Performance. Write for 
o copy of it Today on yoyr business | 
letterhead 


~SPEARHEAD-> 


LEADERSHIP AT “POINT OF SALE” 


For SPORTSMAN a traveling window ¢ 
play of great elegance incorporatina ' 
wood Carvings 


ALSO COMPLETE SERVICES FOR EVEFY 
OTHER POINT OF CALE ACTIVI!’ 


| AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION 


W. L. STENSGAARD & ASSQCIATES, INC. 


351 N. JUSTINE STREET « CHI 
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* T plans $2,000,000 
-_ | Promotion Push 
"= ft for Ford Tractor 


DetTroIT—Dearborn Motors Cor- 


a poration, distributing agency for 
the Ford 8M tractor, has ear- 
© ares marked approximately $2,000,000 
a coingg 0 promote sales of the new farm 
. tal implement, it was learned. 
ce pol Spokesmen for the Dearborn 
. Plangg news bureau said that full details 
the ind of the firm’s huge advertising pro- 
rtmenf™m gram would be revealed following 
d drug 2 nationwide consultation with 
> Com. dealers — “probably around Aug. 
d seve) F 
shelved The new unit, manufactured by 
assented Ford, to be marketed through 
.ce def 33 distributors and 3,000 dealers 
1e rea. in the United States, Canada, 
Alaska, Hawaii, Mexico and Cuba, 
Yorki@ Was unveiled to press and -agri- 


cultural representatives at a spe- 
urancea cial showing here last week. 

ucts of Frank R. Pierce, president of 
).. fomm the firm, hinted that the tractor’s 
high maneuverability and hy- 
draulic system, which permits op- 
eration of tractor and implement 
as a single unit, would be stressed 
in advertising copy. 


O pur- 


Sales- 
1erican 
Jed, to 


. Has Four Forward Speeds 
. yan 


ierson, Other new features include a 


fourth forward speed, an auto- 


don on i : 
urpose motive type steering gear, a new 
yroad.” draw-bar height control mechan- | 
0 opens is™, combination running boards | 
speci- and step-plates, a tilting seat and | 
unk off 2 hinged radiator grill. et 
work- The farm equipment line in- | 
British cludes moldboard plows, discs, | 
r, and cultivators, harrows, weeders, 
Walter YOod saw, snowplows and post | 
bican hole diggers. 
| other Mr. Pierce, who also revealed 
coun- ‘2¢ makeup of the corporation, 
ederal,j™ Sid no member of the Ford fam- 
| Serv- ily holds a financial interest in 
Y&R the company. Directors are: Mr. 
cutive Pierce; Thomas A. Farrell, vice- 
presidgnt; Grand Cook, member | 
of the’ law firm of Cook, Smith, | 
uas Jacobs & Beake; Ernest C. Kantz- | 
g ler, chairman of the board of Uni- 
Com-@@ versal CIT Crédit Corporation; 
1€ nel-@ Ernest R. Breech, executive vice-_| 
will president of Ford Motor Com- | 
ey fora Pany; J. R. Davis, vice-president | 
itemanam Of Ford, and Albert J. Browning, | 
nonize./™ also a Ford vice-president. 
ard P. 
| from . 
‘tment. Two to Join ABC Net 
Two new 5,000-watt stations 
tby now under construction in Atlanta 
yf the and Fargo, N. D., will become 
is been affiliates of American Broadcast- 
of the ing Company. Station KFGO, 
mpany.f/™ Fargo, will join the net Oct. 1, 
neating mm 2nd WCON, Atlanta, will affiliate 
Is for in December. Both will operate 
| other full time. 
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Anyone, anywhere can set 


type this new, practical way. 


Fost, economical —just the 


thing for heads or complete 
ods. Cardboard letters are 


automatically aligned when 


FROM STICK ...USE = 


se! into Fototype composing 
tick. No metal type, no 


OM TOP ...REMOVE 


messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
pocked in a compact, refill- 


able leatherette case. 
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'4'5 ROSCOE ST., CHICAGO 15, ILLINOIS 


Issues Customs Guide 


John F. Budd, New York, has 
published the 85th annual edition 
of ‘Custom House Guide,” a 1,620- 
page book containing an alpha- 
betical index of 30,000 commodi- 
ties and their custom rates; cus- 
tom regulations; the Internal 
Revenue Code; port activities, fa- 
cilities and charges, and a direc- 
tory for shippers and those in al- 
lied trades. The directory’s price 
is $20 plus postage. 


Promotes Scooter Line 


Fred Deeley Ltd., Vancouver, 
B. C., British car and motorcycle 
dealer, is using 2-column by 112- 
line copy in newspapers to an- 
nounce the addition of Salsbury 
motor scooters to its distributor- 
ship. O’Brien Gourlay, Vancouver, 
is the agency. 


/pear in the three Detroit dailies, 


Cory in Detroit Drive 


Cory Corporation, Chicago, 
manufacturer of coffee brewers 
and Fresh’nd Aire circulators, will 
introduce the company’s new auto- | 
matic coffee brewer in a city- 
wide two-week promotion pro- 
gram breaking in Detroit July 20. 
Dealer cooperative ads will ap- 


supplemented by spot radio, direct 
mail and point-of-sale displays. 


O’Brien Elected V.P. 


F. J. O’Brien, who _ joined 
Franklin Life Insurance Company, 
Springfield, Ill., in 1940 as director 
of sales, has been elected vice- 
president and director of sales 
promotion. He will continue to 
direct all advertising, public re- | 


jiations and sales promotion of the | 
| company. | 


THE BEST WAY TO REACH 


“Tell Your Story in Bowling 


THE BOWLER’S MAGAZINE 
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16,000,000 BOWLERS 4 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100%, 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $291 ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


L117 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


Subway Poster Designed by 


Erik NITSCHE 
NEW YORK 


His work for leading peri 


odicals and in 


industrial 


Vo. 3 of a Series of New York Subway Poster Designs. 


say it 
fast. se 


often... 
in color 


design is well known in 


Europe as well as in the 


United States. 


su bway 
posters — 


Say it fast... often... in color... with subway station posters... and your message will be 


displayed, illuminated 24 hours a day, before New York’s subway riding millions... The 35,000 subway 


station posters constitute by far the biggest poster plant in any American city market . . 


. Subway posters. 


located near thousands of retail outlets that cluster around the subway stations offer a combination unique 


in New York: COVERAGE 


NEW YORK SUBWAYS ADVERTISING COMPANY, INC.. 


| 


89°. of adults; REPETITION—26 per month; CoLoR—all you want. 


630 FIFTH AVE.. NEW YORK 20, N. Y. 
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D. T. Conroy, | 


Business Manager, 
Purchases ‘Scene’ 


DaLitas—D. T. Conroy, former 
business manager, has purchased 
Scene from Wayland and Clyda | 
Boles and plans to increase the) 
magazine’s circulation to 50,000 
by September. 

The Boles, husband - and - wife | 


land advertising firm before com- 
ing here, said as publisher that 
the guaranteed monthly circula- 
tion figure of 50,000 will carry a 
new $350 page rate. Present 
circulation is reported as 18,500. 

George Smedley, formerly with 
Grant Advertising, Dallas, has 
joined the publication’s advertis- 
ing staff. 


Simpson Promoted 


Lorne Simpson, recently trans- 


dian division, has been appointed 
advertising manager of Ayerst, 
McKenna & Harrison, New York, 
manufacturer of ethical pharma- 
ceuticals, a subsidiary of Ameri- 
can Home Products. N. S. Horton, 
ad manager in New York for the 
past five years, returns to Mon- 
treal to head Canadian advertis- 
ing. 


| Ellington Appointed 


R. Wallace & Sons Mfg. Com- 
pany, Wallingford, Conn., has ap- 


team which built Sani-Wax into| ferred from the company’s Cana- | pointed Ellington & Co., New York, 


a national product and then sold | 
out, founded the monthly maga- | 


zine in February (AA, Feb. 24). | 
It was the first major venture of | 
their Ideas-in-Action, a merchan- | 
dising and promotion organize- | 
tion, and they explained they | 
were selling Scene in order to de- | 
vote their attention to other busi- | 
ness. 
No sale price for Scene, the 
“Magazine of the South and 
West,” was announced. Failure 
of the June issue to appear was 
ascribed to production delays. 
Mr. Conroy, partner in a Cleve- 


Send for Your 
Free Copy! 


Concentrated Facts | 
That Will Help You | 
Do a Better Job in 


WASHINGTON’S 
| 


Secon? 
MARKET! | 


Concise, easy-to-read data 
on Tacoma-Pierce County, 
Washington's Second 
Market — in aconvenient, | 
file-size folder. 


Norris E. Inveen, Gen. Adv. 
The Tacoma News Tribune 
Tacoma 1, Washington 


Mor. 


Please send me a copy of ‘‘Concentrated 
Coverage for a Key Market.'’ 


Nome 


Company. 


Address 
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Tribune 


Kaiser Buys tecoed See =>, 
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to handle advertising for Wallace 
Silversmiths of Toronto, Can. This 
is in addition to the Wallace Sil- 
versmith advertising in the U. S. 
which Ellington has handled for 
two years. 


Younger Gets Promotion 


Gilbert O. Younger, paint sales 
manager in Milwaukee for the 
past nine years, has been ap- 
pointed sales supervisor of na- 
tional dealer sales of the paint 
division of Pittsburgh Plate Glass 
Company. 


, ; 


Joins Headley-Reed 


Edward J. Devney, for five yeays 
manager of the New York office 
of Howard H. Wilson Company. 
will join the Headley-Reed Com- 
pany, New York radio station rep- 
resentative, Aug. 1. 


Names Burgess Agency 


Eastern Universal Auto Products 
Company, Oklahoma City, manu- 
facturer of Autovisor sun shields. 
has appointed Will Burgess & (oo. 
New York, to handle its account 
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Advertising Age, July 21, 1947 


FC&B Names 2 V.P.s 


Foote, Cone & Belding, New 
York, has elected as vice-presi- 
dents George W. Heiland, produc- 
tion manager of the Chicago of- 
fice, and Patrick Dolan, managing 
director of the London office. 


Tool Makers Name BSF&D 


The American Society of Tool 
Engineers, Detroit, has appointed 
Brooke, Smith, French & Dor- 
rance to handle its advertising 
and promotion. 


Ford Dealers Appoint 


Associated Advertising Agency, 
Cincinnati, has been appointed 
advertising counsel for the Greater 
Cincinnati Ford Dealers Associa- 
tion. 


Easton Joins R&R 


Charles Easton has resigned as 
vice-president and account execu- 
tive of S. C. Baer Company, Cin- 
cinnati, to join the Cincinnati 
office of Ruthrauff & Ryan as ac- 
count executive. 


ANPA Sees Tough 
Winter; Box Cars 
to Continue Short 


NEW YORK The American 
Newspaper Publishers Association 
renewed its warnings last week of 
an upcoming boxcar’ shortage 
worse this winter than since 1920, 
caused “by the high rate of ob- 
solescence of old cars, failure to 
place new freight equipment in 


service in sufficient volume to off- 
set obsolescence, increased business 
requirements and movement of one 
of the largest wheat crops of the 
U. S. and Canada.” 

The ANPA urged publishers (1) 
to ask the mills to experiment with 
other types of cars, such as low- 
side, flat bottom gondolas and 
others; (2) to “make certain that 
cars of newsprint placed on public 
or private sidings are promptly un- 
loaded,” (present turn-around 
time is 13.5 days, said ANPA, 


| 
| 


| 
| 
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} 
| 
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| 
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which “can be further reduced”’); 
(3) get car unloadings on a seven- 
day week basis. 

Publishers were told that the In- 
terstate Commerce Commission is 
considering an increase in the per 
diem charge which should expedite 
return of equipment to home rail- 
roads and speed empty freight cars. 
ANPA again advised publishers to 
build inventories of newsprint, and 
warned that “ANPA is doing 
everything possible to ameliorate 
the expected crisis, but publishers 
must help.” 


Goebel Names Coolidge 


Goebel Brewing Company, De- 
troit, has appointed Barnum Cool- 
idge as advertising manager. He 
was formerly a sales representa- 
tive of Crowell-Collier Publishing 
Company. 


Promotes Heuer 


Barcalo Mfg. Company, Buffalo, 
has named Arthur A. Heuer, with 
the company for 26 years, as sales 
manager of the furniture division. 


8.6887 


OF THE TOTAL 
U.S. RETAIL SALES 
ARE IN THE 
WAAT AREA 


"SALES MANAGEMENT 1946 
SURVEY OF BUYING POWER 


ARE YOU USING 
WAAT TO REACH 
THIS AREA? 


MORE AND MORE 
ADVERTISERS ARE, 
BECAUSE THEY 
KNOW THAT: 


WAAT DELIVERS 
MORE LISTENERS 
PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 
...INCLUDING ALL 
50,000 WATTERS. 


YFIRST IN AM 


FIRST IN COMMER- 
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Publishing Co. 


MOUNT MORRIS 
ILLINOIS 


RCA Names Dunlap 


Orrin E. Dunlap Jr. has been 
| elected vice-president in charge of 
| advertising and publicity for Ra- 
| dio Corporation of America, where 
he has been director of advertising 
and publicity since 1944. Before 
joining the company in 1940 he 
| was radio editor of the New York 
Times for 18 years. 


Six Join AFA 


The following organizations 
have joined the Advertising Fed- 
eration of America: Albert Lea 
Publishing Company, Albert Lea, 
Minn.; National Cash Register 
Company, Dayton; Record, Stock- 
ton, Cal.; Freiwald & Coleman, 
New York agency; Hermon W. 
Stevens Agency, Boston, and Phil- 
lips Webb Upham & Co., New 
Haven, Conn., agency. 


British Dailies 
Growl as Paper 
Ration Is Cut 


New YorK—British newspapers 
agreed under “strong protest” to 
accept a 20% cut in newsprint 
beginning July 21, a reduction 
which will return the papers from 
their postwar six pages to their 
wartime four-page size, the New 
York Times reported last week. 

The Newsprint Supply Com- 
pany, a cooperative organization 
of British publishers to deal with 
questions of supply and rationing, 


McCall's editors 
know how to implant 

these mental pictures 

that so compellingly 
influence women 

in 3,600,000 homes to go 

on buying expeditions. 
McCall's Magazine, Adv. Dept., 
444 Madison Ave., New York 22 


When a woman shops 
for beauty creams 

and lotions — 

it’s something more than 
just an ounce or two 

of precious stuff 

within a jar or bottle 
that she’s buying. 

The fact is, you see, 


She has a picture 

in her mind, 

romantic and exciting, 
inspired by something 

she has seen or read 

in her favorite magazine, 
and while she shops 

she sees that picture 
emerge from dream to life. 


Advertising Age, July 21, 1947 


|agreed to the reduction, but left 
to individual publishers the ques. 
tion of whether the reduction 
would be effected by cutting size 
or circulation. 

A statement by the company, 
however, accused Britain’s labor 
government of discrimination, 
and warned that newspapers can- 
not risk the possibility of cance]. 
ation or repudiation of North 
American contracts. 

Arguing that the four-page size 
is inadequate for discharging their 
duties, the papers also prophesied 
“serious financial loss, which wil] 
be felt more severely by smaller 
newspapers” and “widespread un- 
employment among \ newspaper 
workers.” 


Under Pressure 


The statement pointed out that 
contracts with Canadian and New- 
foundland suppliers were secured 
with “very great difficulty” last 
fall, and that the world newsprint 
shortage put suppliers under pres- 
sure from the U. S. and other 
countries which “are able to make 
much longer-term offers than 
have been possible for our nego- 
tiators.” Originally the publishers 
had been promised by the Board 
of Trade that they might import 
250,000 tons in 1948 and 300,000 
tons for the three years follow- 
ing. 

The government subsequently 
asked the Newsprint Supply Com- 
pany to ask that its North Ameri- 
can suppliers “postpone” delivery 
of 48,000 tons due in 1947. The 
company said a temporary post- 
ponement could be arranged pro- 
vided the suppliers “have assur- 
ance that the contracts remain 
intact.” The publishers also 
pointed out that only the North 
American sources were immune 
from political or military risk, 
that they were outside the Scan- 
dinavian price control area. 

“The present price of North 
American newsprint is 30 pounds, 
compared with 40 pounds for 
British newsprint, and owing to 
the high price of pulp, the latter 
costs practically the same in for- 
eign currency as American news- 
print,” the statement said. 


Joins Dixie Cup 

James W. Stitt, formerly with 
Hopkins Equipment Company, 
Hatfield, Pa., has joined the mar- 
ket and public relations depart- 
ment of Dixie Cup Company, Eas- 
ton, Pa. He will work on sales 
promotion and advertising under 
the direction of J. D. Catlin, head 
of the department. 


O’Rourke Names Burns 


Edward J. Burns, formerly with 
Bacon & Lawrence Agency and 
recently publicity director of the 
University of San Francisco, has 
been named an account executive 
of John O’Rourke & Associates, 
San Francisco. The agency has 
_ to new offices at 364 Bush 

t. 


Promotes Elixir 


Hoag & Provandie, Inc., Boston 
agency, has opened a high fie- 
quency newspaper drive for |. 
True’s Elixir, in addition to the 
campaign now running for Dr. 
True’s A.P.C. tablets, products 0! 
Clark - Babbitt Industries, Inc 
Boston. 


Acquires Key Brands 

Key Brands, Inc., manufacturer 
of Allbreeds dog food, Los An- 
| geles, has been acquired by Bi '- 
| Hur Products, Inc., Los Ange'es 
W. B. Massie, formerly presid: 


of Key Brands, has been nan cd 
vice-president in charge of sé & 


for Ben-Hur. 


| Names Rudwick V.P. 


Marvin Ira Rudwick, forme 
vice-president in charge of sa 
and advertising of Edelbr 
Brewery, has joined Kaplan 
Bruck Advertising Agency, N' 
| York, as a vice-president. 
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TEXAS STYLE—Charles W. Balthrope, 
station manager of KABC, San An- 
tonio, and Wells H. Barnett Jr., man- 
ager of the sales development depart- 
ment of John Blair & Co., enjoy a 
western party that climaxed a sales 
presentation for representatives of the 
Blair organization, which has been ap- 
pointed to represent the station. 


Dr. Ross’ Dog 
Food Is Promoted 
in Western Drive 


Los ANGELES—Owners of the 
new crop of dogs which haven’t 
become acquainted -with canned 
dog food are heing told in the 
largest regional campaign of its 
kind that Dr. Ross’ dog and cat 
food is the West’s favorite, made 
expressly “For Dogs of Discrimin- 
ation.” 

Studies by the National Con- 
sumer .Panel, Gaines Dog Re- 
search Center and Coast Fishing 
Company indicate a total of 18 
to 20 million dogs in the U. S., 
many of them replacements for 
older pets which have died since 
the prewar period. The industry 
sees a potential $150,000,000 busi- 
ness in dog food this year, and 
return of the canned product, 
which once ranked either first or 
second among all canned food 
items, is expected to provide one 
of the year’s biggest marketing 
battles. 

The Los Angeles manufacturer, 
Dr. Ross’ Food Company, has 
scheduled a four-color ad cam- 
paign, including a premium offer, 
for the Pacific Coast states. It will 
use full-page insertions in west- 
ern units of The American Weekly 
and Parade. This is supported 
with newspaper space, spot radio, 
painted boards and 24-sheet post- 
ers featuring the campaign theme, 
‘For Dogs of Discrimination.” 
Newspaper ads also are being used 
in New Orleans and Honolulu. 

A coupon offers dog owners 
plastic leashes, a “$1 value for 
only 25 cents and five Dr. Ross 
labels,” 

Dan B. Miner Company handles 
the account. 


Four Execs Retire 
at Perkins-Goodwin 


Four executives of Perkins- 
Goodwin Company, New York, 
paper and pulp distributor, have 
retired. They are: Albert New- 
Combe, vice-president, William H. 
Donaldson, secretary - treasurer, 
Stanley C. Willey, a salesman, 
and Joseph F. Gill, traffic man- 
ager, 

David I. Edwards will succeed 
Mr. Newcombe; Avery J. Feiler 
nas been elected secretary and 
director, and will succeed Mr. 
Yonaldson, and Richard F. Kist 


Laventhol Forms PR Firm 


Jesse Laventhol, who for the 
past three years has been Wash- 
ington representative of the Anti- 
Defamation League of B’nai 
B’rith, has opened a public rela- 
tions and publicity office in the 
Central building, Washington. In 
1937 Mr. Laventhol directed Penn- 
sylvania’s first biennial advertis- 
ing and publicity campaign to 
promote tourist trade. 


Graflex Aids Novices 


Graflex, Inc., Rochester, N. Y., 
has issued a commercial photog- 
raphy handbook, entitled “Careers 
for You and Your Camera,” which 
gives answers to many questions 
of interest to beginners in com- 
mercial photography. The book 
is available for 15 cents from 
authorized Graflex dealers. 


DuMont’s WABD Adds 5 


The transfer of two employes 
from other departments and the 
addition of three new salesmen 
will give WABD, DuMont’s New 
York outlet, one of the most com- 
plete television sales staffs in the 
country. New account men are 
Lee Wallace, former executive 
producer of Lee Wallace Tele- 
shows; Angus D. MacIntosh, 
former radio director of Ward 
Wheelock Company, and Ted 
Germann, former program direc- 
tor of NBC. Transferred to the 
sales division were David Gross 
and Jarmila Kennedy. 


Promotes Campbell 

Dick Campbell, formerly pro- 
gram director and news editor of 
Station KOME, Tulsa, has been 
appointed general manager, suc- 
ceeding the late Harold E. Grimes. 


We pick up and deliver copy and layouts, radio scripts, record 
players and transcriptions, presentations and display easels, tickets 
and luggage. We pick up from, and deliver mail to, all main 
and branch post offices. We deliver mail, air freight, to and from 
all trains and airports and your office. Dozens of services fit in 
with your requirements, including complete office removal and 
replacement. Let us survey your needs and furnish weekly or 
monthly rates. 
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will sueceed Mr. Gill. Agnes V. 
Dugan was elected assistant secre- 
‘ry, and Paul Scallan, manager 
f P-G’s 


- 
elect 


Chicago office, 
ed a director. ~ 


Publishes Dog Book 
Wilson & Co., Chicago meat 
acker and maker of Ideal dog 
has published a 96-page 
“Ideal Dog Guide,” con- 


was 


ling information pertaining to! 


ue rigin, history and character- 
of dozens of breeds of dogs 
tered by the American Ken- 
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Scripps-Howard 


eager 


beavers. 


love to advertise in 


The Pittsburgh Press 


Current and continuing spot-checks confirm what surveys 
have been recording for 20 years .. . (1.) The Press alone 
consistently goes into more than 60% of Metropolitan 
Pittsburgh homes, and (2.) the higher the economic 
group, the better The Press covers it. 

It’s working circulation. The Press offers no premiums 
or insurance. People buy it to read. If you have adver- 
tised in The Press you know they do. 


IN PITTSBURGH - IN CITY CIRCULA- 

. 
TION - IN CLASSIFIED ADVERTISING : IN RETAIL ADVERTIS- 
ING - IN GENERAL ADVERTISING - 


IN TOTAL ADVERTISING 


REPRESENTED BY the National Advertising Department, 


Newspapers, 230 Park Avenue, New 


York City. Offices in Chicago, Cincinnati, Detroit, Fort 


Worth, Philadelphia, San Francisco. 


he! Club. The company’s current | 


advertising tells consumers how 


$ 
ihe 


book can be obtained. 


THE PRESS WORKS LIKE A BEAVER 


Classified advertising is a good results- 
barometer. Typical Pittsburgh story: A 
“‘room-for-rent” ad ran four days in an- 
other Pittsburgh paper . . . got two replies. 
Later, the same ad ran in The Press. It 
rented the room the first day, but the ad- 
vertiser did not kill it in time, so it ran 
a second day. In The Press it pulled 
30 replies. 

The Press does not guarantee to outpull 


HUH 


competition 15-to-1 every time, but it does 
pretty well. Interested? Talk it over with 
your Press or Scripps-Howard space man. 
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Field Joins ‘Collier's’ 


Robert E. Field has joined the 
Michigan sales staff of Collier’s. 
He will make his headquarters in 
Detroit. 


Plans Fashion Festival 


The Philadelphia Inquirer in 
October will present its first an- 
nual fashion festival, with cur- 
rent fashions shown in a musical 
comedy setting. The show will 
have a run of several days, in- 
cluding matinee and evening per- 
formances. 


Saalfield Changes 

Robert S. Saalfiela Jr., formerly 
in the merchandising department 
of Life, has joined the Cleveland 
advertising office of Nation’s Busi- 
ness. 


Joins Warwick & Legler 
Catharine Oglesby, formerly 
president of Catharine Oglesby 
Advertising Agency, has joined 
Warwick & Legler, New York 
agency, in an executive capacity. 


WBC AFFILIATE 


Advertising Age, July 21, 1947 


4 1946 . 1947 1946 
WAGAIINE ae” ae ane lt aad dee Hs ‘ae mae ‘ay 
/250—- /200—- / nS 
/000- 


LIiNAGE 
TREND 


Cn Thousands 


750— 
500-— 


of Lines) wwy 
. 50 - 
40 - 
: 30 — 
20 — 


JUVENILE 


WEEKLIES 


CANADIAN 


JULY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1947. 1946 1947. 1946 
aa at 7 ee ee av tak cee 
Z000-— 500 - 
1900 — 900 ~ 
1600— 300 — 
paaN pi 
N 


r 1947 ~~ ¢ 1946, C 1947 , ¥ 1946—_, 
Pages Lines Pages Linez Pages Lines Pages Lines 

GENERAL aVogue (2 issues).. 53.3 33,703 88.8 56,123 
Ace Fiction Grp.... 5.8 1,308 6.6 1,489 | Woman’s Day ...... 39.3 16,841 $1.5 13,511 
American Magazine. 47.2 19,799 64.2 26,953 Woman’s Home Com- 

American Forests... 14.3 6,006 14.3 6,020 ee eee eee 50.0 34,035 59.8 40,629 
American Home .. 52.2 33,007 38.6 24,372 — 
American Legion ... 11.6 4,882 22.0 9,206 Total Group ..... 1,526.4 749,437 2,011.7 1,005,246 
American Mercury . 5.4 987 5.5 997 OUTDOOR 
Senter’ oes * 10.3 4,305 21.0 8,820 | American Rifleman.. 49.7 20,867 39.9 16,744 
ette omes Field & Stream..... 76.8 32,938 76.3 32,740 
NTO ans knseds 78.1 49,384 60.0 37,625 | Pur-Fish-Game .... 17.8 1,617 17.3 7,418 
pment © Herald — ane te: Ss Hunting & Fishing. 22.0 9,511 27.0 11,671 
OLUMDIA weeeeesees ° ’ ‘ ° Outdoor Life ....... 67.9 29,112 69.6 29,858 
Cosmopolitan ...... 52.8 22,661 68.0 29,188 | +Outdoors ......... 24.6 10,572 19.3 8,112 
= oe Grp.. poe nue er annie +Sports Afield ..... 73.0 31,544 63.9 27,398 

un’s Review ..... . - > t 
irene ren 7.0 3,023 10.2 4,385 Total Group ..... $31.8 142,161 313.3 133,941 
Esquire (Natl.) .... 100.4 67,480 112.6 75,656 ° ; 
Extension ......... 11.9 8,197 10.3 7,057 JUVENILE 
UR ii oes wc us ss 93.0 58,776 125.9 79,553 | American Girl ..... 7.4 3,169 8.2 3,497 

: ; "Boge TALS ..cievre 11.8 7,969 11.3 7,622 
Harper’s Magazine.. 19.0 4,526 24.0 5,708 Be , ives 
ED Saad ivewas<s 60.6 41,181 45.1 30,673 | Calling All Boys.... 2.8 1,077 4.6 1,746 

. alling All Girls... 10.0 4,282 13.6 5,181 
House Beautiful 62.3 39,348 64.4 40,699 ae : 181 
House & Garden.... 43.3 27,866 «= 52.1 82,916 | fChild Life ......... 1.9 soa 5 1,376 
Improvement Era 29.1 12,497 17.7 7,605 i careiaones Funnies... 4.0 1,548 8.0 8,096 
MactaddenMen’sGrp. 12.3 4,867 16.7 6,411 | Feweett Comics Grp. 10.9 = 3,78? 8.56 ~ 8,213 
Mechanix Illustrated 57.1 12,784 55.8 12,784 | Tt oP wd glee Eee 72 2,997 
Motor Boating ..... 97.5 57,342 92.6 54,464 | Polly F — tetees 3.1 oe 4.9 1,854 
National Geographic 22.8 5,396 32.5 7,686 rue Comics ....... 6.1 1,94 4.7 1,793 
Nation’s Business 35.2 15,093 48.0 20,573 ‘ oe 
WIS ka detente taaney ia 3850148 eo | Total Group ..-.. 61.5 30,985) = 54.9 26,657 
Popular Mechanics.. 125.0 28,008 120.9 27,090 WEEKLIES—JUNE 
Popular Publications 8.5 1,906 12.3 2,750 | American Weekly 82.9 82,934 80.8 80,758 
Ls Spacers oor pet = ret ere = ode gtr sae aia art 
ROGROOR. cissscicves z ,79 5. 3 ris n vocate.. : ’ . b,08 
pg ee Soe 8.5 3,637 7.5 3,205 MRIONENOR SD sad cenckes 223.0 151,691 228.56 155,387 
Scientific American.. 6.0 2,586 8.5 8,652 oe tee ee eee vene ny ryt wie 51,523 
et 3 ee eee ep 12.7 Po? <i63k ~ oeene OTDOS waseereeceeee : 15, 31. 13,653 
Street & Smith All Deen 4 a adas ces vate 27.3 28,692 26.6 27,925 

Fiction Grp. ..... 2.0 372 3.5 651 ot eee ee 49.0 21,025 93.0 89,894 
ES Pree ere 64.3 27,025 48.0 20,358 ~ tee e eee e ee ees “a eer avd ae 206,907 
Thrilling Fiction ML < eh shee gees J A 69.4 47,162 

GOO 26.2. haabeuk 10.2 2,280 14.9 3,346 fNewsweek ........ 259.1 108,803 246.4 103,675 
— & Country... hy — 98:8 66,430 wt A a Times ae cal ee 9) 

RR cs esv<obateete 33.5 14,388 38.8 16,664 Magazine ........ 8. ,115 ‘ 5,81 
oe. eer 96.5 56,742 105.9 62,269 | eNew Yorker ...... 225.2 96,623 275.2 118,07 
: iPathfinder ......... 25.6 10,992 34.5 14,817 

Total Group ..... 1,505.6 714,209 1,601.9 753,284 ete auc 29 Ss 17.2 14,634 23.3 16,6 

aturday Evening 

WOMEN ee 379.3 257,893 379.1 257,769 
ne = a, 36.2 15,515 79.0 38,891 | egaturday Review of = 4 
bFamily Circle ..... 19.1 8,178 17.1 7,318 Literature ....... 41.2 17,676 68.4 29,360 
Ee eee ee 32.5 13,941 69.0 29,601 This Week Magazine 71.6 60,860 50.2 42.684 
em age gal Hg myn t ve yg 3 Pee 353.0 148,249 286.1 120,1 

arpers bazaar * ’ : ’ United States News. 128.4 53,936 155.1 65,134 
TEROUMME ED  6sis cess. 16.2 11,382 14.0 10,636 : 
Household ........- 19.7 13,410 15.3 10,428 Total Group ..... 2,912.8 1,675,651 2,990.1 1,678,312 
Junior Bazaar...... 29.1 18,382 91.5 657,888 | ¢ up. ever 
Ladies’ Home Journal 98.2 67,263 84.6 57,496 * Not included in totals. 

Mademoiselle ...... 62.7 26,884 120.8 51,837 7 Page size changed since last year. 
McCall's ...ss..eeees 66.7 45,379 65.3 44,370 a Magazine started publication September, 1946. 
weer Romances need oi. salen b One issue 1947; four issues 1946. 

BEDE) cecscccceese “ ’ . , c1947 figures average two editions—Screenland and 
Modern Screen (MM) 43.1 18,475 53.0 22,744 | gitver Screen. aetna ——— 
Motion Picture (F). 42.5 18,230 61.8 26,514 dOne issue 1946. 

Movieland .......... 22.7 9,758 29.6 12,706 e Four issues 1947; five issues 1946. 
Movie ee UE 27.3 11,694 37.0 15,886 f Five issues 1947; four issues 1946. . 
ao § any erp 34 oe op 21,560 g Two issues 1947; five issues 1946. 

ovie Stars Parade.. . ’ 0 15,886 h Published bi-weekly. 

Movie Story (F).... 41.5 17,801 58.5 25,081 i Published every othee week 1947; weekly 1946. 
BVEOS (nc cwdasenecan 28.9 12,409 37.0 15,879 
Parents’ (N. Y. Metro CANADIAN 

WS pF Gacbeece vote 61.0 26,175 58.1 24,918 r 1947 ~~ £ 1946—— 
Parents’ (Nat'l) 54.7 23,468 53.8 23,092 Pages Lines Pages Lines 
Personal Romances. 25.8 9,053 34.4 14,737 Canadian Home 
Photoplay (Mac) 49.8 21,384 61.2 26,262 A ere 42.9 29,145 44.8 30,496 
SPromenaGs <....65«% 28.7 12,301 45.8 19,633 Canadian Homes & 

Radio Mirror (Mac). 33.4 14,311 37.1 15,927 GOSGOME och doa sss 41.6 27,937 39.5 26,516 
*Real Romances .... 14.2 6,091 18.6 7,977 CUBSCIBING .ccicerise 44.5 30,272 38.5 26,174 
SHReel BtOTyY ..cckeses 14.2 6,091 18.6 7,977 ing © os a re 37.5 16,105 61.0 26,151 
Screen Guide ...... 22.7 9,758 26.6 18,118 Maclean’s (2 issues) 56.0 38,093 55.5 37,743 
cSereenland Unit 24.6 10,574 39.7 17,029 Pee 50.1 33,666 65.6 44,061 
Screen Romances 36.4 15,617 44.6 19,144 National Home 

|) a 14.3 6,094 15.3 6,466 rr 25.9 47,589 28.9 19,680 
BOTOMIOE . csc cence’ 36.9 25,070 83.6 56,840 BUG WE ORE. “Go we wens 25.5 17,330 32.1 21,794 
Today’s Woman ... 12.9 6,514 17.9 7,664 Revue Moderne, La. 22.9 15,583 29.9 20,346 
True Confessions (F) 43.9 18,834 53.9 23,116 Revue Populaire, La. 26.6 18,623 33.0 23,144 
True Experiences *Samedi, Le ......3. 43.5 30,439 57.0 39,043 

{0 arse 35.2 15,087 40.9 17,552 —_ — ——_ 
True Love & Ro- Total Group ..... 417.0 274,782 485.8 316,078 

mance (Mac) P 35.1 15,077 38.9 16,696 ——— 

True Romance (Mac) 37.3 15,997 40.8 17,514 *June linage figures. 
True Story ........ 57.3 24,394 58.7 24,565 a Four issues 1947; five issues 1946. 


Moves Mobil-flame Staff 


Socony - Vacuum Oil Company 
has moved the sales staff for 
Mobil-flame, its liquefied petro- 
leum gas, from New York to 53 
Front St., Poughkeepsie, N. Y. 
This office will be the headquar- 
ters for the eastern marketing 
region. 


Thermojd Appoints Linn 
William Linn, formerly as- 
sistant sales promotion manager 


of American Oil Company, Balti- 
more, has been appointed adver- 
tising and sales promotion man- 
ager of the automotive division 
of Thermoid Company, Trenton, 
N. J. 


Names Stewart, Ebert 


G. R. Stewart, formerly an ac- 
count executive of Young & Ru- 
bicam, and C. P. Ebert, formerly 
in the Chicago district purchas- 
ing department of Carnegie-Illi- 
nois Steel Corporation, have joined 


National Cylinder Gas Compa 
Chicago, as a member of the ex- 
ecutive staff and director of pu'- 
chasing, respectively. 


Joins ‘Coronet’ Sales 


William E. Farrell, former's 
with Seventeen and the Fu 
Three Markets Group, has joine 
the executive advertising sale 
staff of Coronet, New York, 


eastern area. 
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Most ‘Shopping 
Line Products’ 
Sold in Cities 


PHILADELPHIA — Curtis Publish- 
ing Company has completed a two- 
year study showing where, in 498 
market areas of the U. S., people 
puy “shopping line products.” 

Entitled “Market Areas for 
Shopping Lines,” the report de- 
fnes shopping line products as 
those for which a purchaser shops 
aground and compares prices and 
quality. These items account for 
about four-fifths of department 
store sales, according to the Curtis 
research department. 

For the nation as a whole, the 
report shows, 71% of such prod- 
ucts are bought in the market 
centers, Which have 38% of the 
families in the 498 areas. These 
products account for 43% of sales 
in the market areas. 

For the 498 surrounding areas, 
retailers of shopping line products 
do the other 29% of the area vol- 
ume in these products, although 
62% of the families live in the 
areas surrounding market centers. 

Gives Market’s Share of Total 


The study, which includes a 98- 
page report and a 4x6-foot map, 
gives the same comparative fig- 
ures for each of the market cen- 
ters and surrounding areas. It 
also shows separate indexes of 
shopping line purchases and sales 
in each area, indicating its share 
of the national total. 

The report is designed to help 
manufacturers and _ distributors 
measure purchasing power in each 
area as it applies to shopping line 
sales; determine the most profit- 
able method of advertising; estab- 
lish sales quotas; allocate sales 
territories; measure effectiveness 
of retail outlets, and compare the 
value of the territory surrounding 
a center with that of the center 
itself, 

The study was directed by Don- 
ald M. Hobart, manager of the 
research department. 


Issues Training Film 

Warner-Patterson Company, 
Chicago, has prepared a new full- 
color sound motion picture film, 
entitled “Double Take,” designed 
to show service station operators 
how to double their profit and im- 
prove their business. This picture, 
second of a series of sales and 
training films in the company’s 
program, will be shown to station 
personnel in ‘all sections of the 
country. 


Joins Simmonds Agency 
Clifford M. Stodghill Jr., free 
lance radio and sales promotion 


man, has been named an account 
executive of Simmonds & Sim- 
monds, Chicago. 
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Now 50 Cents per Copy 


Effective with the September, 
1947, issue, House Beautiful, New 
York, will increase its newsstand’ 
price from 35 cents to 50 cents 
a copy. Subscription rates will be 
$5 for one year; $7.50 for two 
years; and $10 for three years. 


Broadcaster Incorporates 


Erie Broadcasting Corporation 
has been incorporated in Buffalo 
by John W. Walchi, Wellsville, 
N. Y.; TT. Sherman Marshall, 
Syracuse, and Michael F. Ellis, 
Buffalo. 


Names Ad Director 


Arthur R. Stanley Jr., formerly 
with F. W. Dodge Corporation, 
has been appointed advertising 
director of Building Reporter & 
Realty News, New York. 


Verst Opens NY Office 


Verst Publishing Company, Chi- 
cago, publisher of Wholesale 
Grocer News and _ Successful 
Grocer, has opened a New York 
office at 551 Fifth Ave., with Rich- 
ard L. Adams as manager. 


Swaggersol to Lindsay 


Swaggersol division of Lee 
Corporation, New York, manu- 
facturer of fashion accessories, has 
named Lindsay Advertising 
Agency, New Haven, Conn., to 
handle its advertising, effective 
Aug. 1. 


Berry Bros. to Walsh 


The Windsor office of Walsh 
Advertising Company has been 
named to handle the advertising 
and merchandising of Berry Bros., 
Detroit, paint manufacturer. 


; i. \ 


TEACHER READERS 
MEAN TEACHER-PUPIL-PARENT BUYERS 


«850.000 TEACHER READERS | 
10.500.000 BOYS AND GIRLS 
MILLIONS OF PARENTS | 


rie INSTRUCTOR stegazine 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 


BACHRACH PHOTO 


SYRACUSE 


pays off 


“Ten years ago Carrier moved to 
Syracuse. 


Now comes another 


great forward step in Syracuse,” 


Says Cloud Wampler, President of Carrier Corporation 


“When Carrier transferred its manufacturing facilities to 


Syracuse in 1937 it obtained room for expansion. Now it has out- 
grown a million square feet of floor space and has acquired 
from the War Assets Administration one of the finest manufac- 
turing plants in the country, in which will be produced a larger 
is volume of heavy air conditioning and refrigeration equipment. 
“But Syracuse did far more than provide growing room for 
Carrier. It gave us a strategic location—on rail, canal, highway 
routes and by air. Thus, Carrier has ready and economical access 
to markets all over the world. 


“Syracuse is a city of wide industrial diversification. Among 
its 415 companies are many that supply Carrier with materials 
and parts and there are good workmen in Syracuse. They are 
naturally attracted to an area where industry is varied—employ- 
ment steady—the wage level high. 


“Today Carrier has on its payroll more people than ever 
before in its history. Syracuse industry as a whole is providing 
employment for 57,000 men and women. And this means a com- 
munity of tremendous buying power.” 


A CITY OF 
DIVERSIFIED 
OPPORTUNITY 


“All Business Is Local’ 


’ Syracuse HERALD-JOURNAL 4Daily) and HERALD-AMERICAN (Sunday) 
National Representatives: Moloney. Regan & Schmitt, Inc, 
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Court Upholds 
Ascap Members 


MINNEAPOLIS — Federal Judge 
Gunnar Nordbye last week denied 
a motion of summary judgment 
made against Ascap by an op- 
erator of a chain of theaters in 
Minnesota and Wisconsin. 

The motion followed an action 
brought by Ascap members for 
infringement of their copyrights. 
This case has been set for trial in 
the fall. 

The claim of the theater opera- 
tor that Ascap’s licensing methods 
were in violation of the Sherman 
Act was thrown out by the court, 
which also held that synchroniza- 
tion rights obtained by a motion 


picture producer did not grant the 
exhibitor the public performance 
rights. 


Two Name Sholis 


Victor Sholis, formerly execu- 
tive secretary of the Clear Chan- 
nel Broadcasting Service in Wash- 
ington, has become director of 
Stations WHAS and WCJT, Louis- 
vilie, succeeding W. Lee Coulson, 
who will remain as a member of 
the board of directors and serve 
in an advisory capacity. " 


Elects Bracken President 


Stanley Bracken, executive vice- 
president of Western Electric 
Company, New York, has been 
elected president, to succeed Clar- 
ence G. Stoll on his retirement 
Sept. 30. 


HAND BINDERY SPECIALISTS 


549 W. WASHINGTON ST @ CHICAGO e@ RANDOLPH 3696 


’ ; . ' { NS 


hago 6 
Wie 0 


Raices Joins Freund 


Emanuel E. Raices, formerly 
with the Frederick-Clinton Com- 
pany, has joined the executive 
staff of Morton Freund Adver- 
tising Agency, New York. Mr. 
Raices .was previously retail sales 
promotion manager of all men’s 
wear for Montgomery Ward & 
Co. 


Appoints Maxwell 

R. J.’ Maxwell has been ap- 
pointed director of publicity and 
advertising of the Missouri Pacific 
Lines, with headquarters in St. 
Louis. 


Names Gravenson 


A. J. Van Dugteren & Sons, sole 
American distributor of imported 
Lobmeyr crystal, has named the 
Gravenson Company, New York, 
as its advertising agency. 


Cooper Brewing to Korn 


Cooper Brewing Company, 
Philadelphia, brewer of Cooper 
and Namar beer, has placed its 
advertising with J. M. Korn & Co., 
Philadelphia. 


tne Couditioued auvitnce 


There are five million folks in reach of our 50 KW clear-channel signal, who have learned 


to believe what they hear on WSM. During the last 21 years, they have come to know 


that what they hear on this station, they can believe. This is why WSM, by itself, can 


deliver a market which otherwise would take an elaborate combination of media to cover. 


HARRY STONE, GEN. MGR.@ WINSTON S. DUSTIN, COMM. MGR. 


@ EDWARD PETRY & CO., NATL. REPRS. 


NASHVILLE 
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JUNE SALES OF CHAIN STORES 


*Nine month period. 
Trive month period. 
Eleven month period. 


0 une ———__,, % Gain ———Six Months, % G... , 
Food Chains 1947 4 or Loss 1947 1946 or Loss 
WUE: Dake bans end<aoeees $ 9,662,432 $ 5,992,224 -+61.2 $ 55,587,819 $ 34,587,819 +597 
Kroger Co. ... ‘ 39 216. 954 +-48.0 339,994,172 236,475,155 +449 
National Tea .. 10. 543,170 +49.8 92,437,910 63,416,314 +452 
re ae ee 86,138,238 60,606.519 -+42.1 494 370,657 364,788,329 +355 
Srouh, Tetel ae. aha $169,617,221 $116,358,867 +45.8 $ 982,390,558 $ 699,267,617 +405 
ail Order 
Pear Reet Ward .... 89,634,830 75,427,667 +18.8 462,337,520 374,250,408 +235 
Sears, Roebuck ........ $163, 455,688 $126.548.109 +29.2 $ 762,024,470 $ 606,332,661 257 
WI wx te s0 Seen ds ons bu8 9,056,646 7,939,641 +14.1 57,298,629 44,713,558 +232 
Group Total ........... $261 747,164 $209,915.417 +24.7 $1,281,660,619 $1,025,296,627 +259 
Drug Chains 
0 ee eee $ 1,167,387 $ 1,201,616 —28 $ 11,244,347 $ 10,848,755 #34 
SR ae * 3,594,134 3,649,675 —I.5 22,101,963 20,563,301 75 
pee Ea ae ae 12,219,308 11,811,293 +3.5 73,152,561 67,487,513 +84 
Group Total ........... $ 16,980,829 $ 16,662,584 +1.9 $ 106,498,871 $ 98,899,569 77 
Variety pat Miscellaneous 
tAngerman Co, ........ $ 530,198 $ 563,240 -—5.9 $ 2,806,319 $ 3,064,327 — 94 
TG PR re 6,412,859 5,869,821 +9.3 38,948,115 31,753,568 4.227 
rae 9,613,718 14,388,252 —33.2 63,023,027 72:718.764 - 13,3 
Colonial Stores ......... 15,230,656 10,718,811 2.1 80,024,905 58,519,075 +374 
Consolidated Retail Stores 2, ‘058 949 2,241,836 —8.2 14,813,680 15,227,078 —27 
Diana Stores Corp. .... 963,092 1,013,752 —5.0 11,744,308 11,966,768 —|\9 
SO eae 6,015,879 6,384,454 —5.8 33,549,375 31,752,678 454 
Me Ha kavacesds 18.391, 182 17,667,347 +4. 95,626,127 93,038,449 -+29 
+Green, a RE 7,254.89 6,983,821. +3.9 34,054,673 . 33,863,683 04 
"EE Serpe 19,432,016 19,022'545 +2.2 115,283,293 107,597,216 +7.) 
Kress, Oy gp lyatre tra at: 1 027, 821 11,001,335 -0.2 70,436,262 65,758,245 -1-7.| 
Lane Bryant, Inc. ...... 4.221 ‘570 4.218.901 +0. 25:982.615 23,209,094 --12.0 
I ae. eens becnne 9,356,928 8,920,721 ++4.9 41,771,114 39,518,105 457 
| A SEF: 6,559,712 6,129,597 +7.0 38,807,767 35,727,683 +85 
McLellan Stores ....... 3,507,934 3,736,440 —4.1 17,445,133 17,790,587 —\9 
J Sl ee 9,167,973 9,086,808 +0.9 50,309,860 48,380,417 +40 
Nenener Gros. ..........% 3,871,856 3,658,353 +5.8 20,932,858 19,635,710 +64 
Newberry, J. J. ......... 8,080,126 8,598,868 —.0 49 686,932 48,039,809 +34 
ae Ee er eee 59,152,925 53,672,885 +10.2 322,072,848 284,300,898 +-133 
Rose's 5-10-25 ............ 1,062,334 1,081,244 —I1.7 6,322,463 5,962,852 +4.0 
Sterchi Bros. Stores...... 1,150,460 1.031058 +115 6,693,329 5,915,690 +13. 
Western Auto .......... 10, 107,00C 8,977,000 +12.6 52,824,000 47,714,000 +107 
Woolworth, F. W. ....... 41,654,451 42) ,783,092  —2.6 251 092,337 237,667,477  +5.4 
Group Total ........... $254,824,235 $247,750,201 +-2.9 $1,444,251,340 $1,339,122,173 +79 
Combined Total ....... $703, 169,449 $590,687,069 +-19.0 $3,814,801,388 $3,162,585,986 +204 


Named Radio Ad Head 


J. H. Stickle, formerly head- 
quarters merchandising manager 
of the radio division of Philco 
Corporation, has been appointed 
advertising and sales promotion 
manager of the home radio divi- 
sion of Westinghouse Electric Cor- 
poration, Pittsburgh. He will head 
the advertising and promotional 
campaign now being planned for 
the introduction of the new West- 
inghouse radio line in a nation- 
wide series of meetings next 
month. 


Heads Field Sales 


Al Edelschick, who joined Inko- 
graph Company, New York, in 
1935, has been appointed field 
sales manager of the company. 
Following three and a half years’ 
Army service, Mr. Edelschick re- 
turned to Inkograph as district 
manager of New York and New 
England territories. 


Heads Makelim in N. Y. 


B. Harold Miller has been ap- 
pointed manager of the New York 
office of Makelim Associates. Mr. 
Miller was previously with J. 
Walter Thompson Company, ad- 
vertising and sales promotion 
manager of John B. Stetson Com- 
pany, advertising manager of Per- 
mutit Company and of the Led- 
erle Laboratories division of 
American Cyanamid Company. 


Gets Dress Account 


Seidel Advertising Agency, New 
York, has been appointed to han- 
dle the advertising of Jon Ciel 
Dress Corporation. Consumer 
fashion magazines will be used. 


Morrah Joins Bradham 
Dave Morrah, artist and writer, 


has joined Bradham & Co. 


Greensboro, N. C., agency. 


The Veritone Company * 


57 W. Grand Ave. Chicago 10 
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‘The coal industry needs no shots in the arm, 
sold compresses, hot packs, pills, crutches, 
caste, bland diets of bedpans 


Seve the sympathy. Ship the absequien. 


Coal still leads the popularity poll os 


1 billice doflare represents en investnent 
of more than three billion dollars, 


strengthen its position of eminence among 
America greet industries. 


Keep those crepe hangers away from the 


* coal industry. We're too busy to have them 
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willion Americans, bas an annual payroll of — underloot. 


DOING ALL RIGHT—Thirty coal com- 

panies, mostly in the Midwest, are ad- 

vertising semi-monthly in the Chicago 

Journal of Commerce to tell their in- 

stitutional story to industry. Doremus 
& Co. is the agency. 


380 Coal Companies 
Tell Their Story 
to Business Men 


Cuicaco—One of the best pub- 
lic relations jobs being done by 
the coal industry is a 26-time 
series of half-page advertisements 
running only in the Chicago Jour- 
nal of Commerce. 

The program is not a part of 
the national campaign of the Bitu- 
minous Coal Institute, which uses 
magazines and is aimed at the 
general public. The newspaper 
campaign is sponsored by 30 coal 
companies, largely in the Midwest 
and most of which until recently 
never advertised, except to run 
occasional copy in trade publica- 
tions. 

The drive was conceived by 
William Hartley, national adver- 
tising manager of the paper, last 
winter. The idea was sold as one 
that would primarily tell the coal 
industry story to key people— 
business leaders, among them 
many large users of coal. Such 
men should be told the story, Mr. 
Hartley contended, so that they 
could spread it among the large 
segment of people they influence. 

Even more than BCI magazine 
copy for the general public, the 
ads in the Journal of Commerce 
use brief, hard-hitting copy and 
tell the coal companies’ message 
as graphically as possible. Re- 
quests for reprints by companies 
in and out of the coal industry 
have been numerous. 


Doremus & Co. here handles the 
account. 


we { CHICAGO 
NEW YORK 
LOS ANGELES 
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U. S. Chamber Issues 


Labor Act Summary 


The U. S. Chamber of Com- 
merce has published a 28-page 
summary on the controversial 
Labor-Management Relations Act, 
providing information about the 
statute and a listing of its pro- 
visions. 

The summary was prepared by 
John W. Whittlesey of the De- 
partment of Manufacture, Cham- 
ber of Commerce of the United 
States, 1615 H St., N. W., Wash- 
ington 6, from which single copies 
may be obtained for 15 cents. 


Morse Joins ‘Salute’ 


Arthur D. Morse, formerly di- 
rector of public relations for Par- 
ents’ Institute, New York, has 
joined Salute, New York magazine 
produced by former editors and 
writers of Stars & Stripes and 
Yank, as director of public rela- 
tions and assistant to the publisher. 


Becomes ‘Southwest 


Electrical Industry’ 


The Dallas Electrical Con- 
tractor, controlled-circulation 
| paper published in that city for 
|almost two and a half years, 
| changed to its new name, South- 
west Electrical Industry, with its 
July issue. 

Editorial scope has been widened 
to cover eight southwestern and 
western states, and circulation has 
been expanded, according to M. F. 
Baldwin, director. Offices of the 
publication are at 1923 McKinney 
Ave., Dallas. 


Browne Joins Geyer 


Randolph M. Browne Jr. has 
joined Geyer, Newell & Ganger as 
account executive in the Detroit 
office. He will work on the Leon- 
ard division of the Nash-Kel- 
vinator account in connection 
with the agency’s expanding ac- 
tivities for Leonard home appli- 
ances. 


Hotpoint Elects Freemantle Appointed 

B. E. Schroeder, formerly with Freemantle Overseas Radio, 
Buick Motor Division, Flint, Mich.,; New York, has been appointed 
has been elected vice-president of| U. S. and British representative 
manufacturing of Hotpoint, Inc.,| for Emissoras Unidas, comprising 
Chicago. | four stations in Sao Paulo, Brazil. 
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PROUD OF A CLASS 5 RATING 


... And why not? Nashville’s Berry Field holds this top rating 
for the nation’s finest airports. Passengers and freight through- 
out the territory move to and from this aviation heart of the 
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Nashville market area. 47 scheduled pas- 
senger flights daily give adequate travel 
coverage. . . . But, for sales coverage, of 
this market area, remember the 156,908 
buying families. Many of them tune reg- 
ularly to shows on WSIX. 


AMERICAN © MUTUAL 
5,000 WATTS 980 K C 


Represented Nationally by 
: THE KATZ AGENCY, INC. 


WSIX gives you all three: MARKET, COVERAGE, ECONOMY 
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Petrillo Probe 
Fizzles; Put on 
Ice Until Fall 


WASHINGTON—Following his two 
days of testimony before a special 
House Labor subcommittee, dur- 
ing which he ‘figuratively and 
somewhat literally “set the legis- 
lators back on their heels,” (AA, 
July 14), the solons have now de- 
cided to postpone further interro- 
gation of James Caesar Petrillo 
until at least Sept. 15. 

This announcement was made 
late last week by Rep. Carroll 
Kearns (R., Pa.), after the AFM 
boss had scored round after round 
in his bout with the legislative 
probers, culminating with his 
blunt assertion that he might take 
bands off radio networks next 
year and put the AFM into the 
recording business. 

Rep. Kearns, in announcing 
postponement of further question- 
ing of Petrillo, admitted that some 
of the “big companies” which had 


to grocery product 
manufacturers and 
advertising and 
marketing agencies 


The new 1947 CHAIN STORE AGE 


GROCERY 
MARKETING 
MAP 


Printed on heavy paper in 3 colors — size 
23” x 34” open — folds to handy file size. 


Gives the answers to these 
important questions: 


@ How many grocery chains in the | 
U. S.? 
@ Where are their headquarters? 


e How many stores do they operate 
in each state? 


How many super-markets? 


How much business do they do? 


Gust son 
the coupon | 
CHAIN STORE AGE 


Dept A-7 


Qe 185 Madison Ave., New York 16 
. @)----- Seeeee eeeeeae 


Date 


Chain Store Age, 


Dept A-7 
185 Madison Ave., 


New York 16 


Please send me a Grocery Market- 
ing Map, free of cost 


Name 


Company 
Address 


previously protested against Pe- 
trillo’s actions had failed or re- 
fused to come forward at the com- 
mittee hearings, and that he was 
severely handicapped. 


C&P Boosts Lyon 


David G. Lyon has been named 
a vice-president of Cecil & Pres- 
brey. Mr. Lyon’s father is Alfred 
E. Lyon, president of Philip Mor- 
ris & Co. Ltd., part of whose ac- 
count is handled by Cecil 
Presbrey. 


WGAR Boosts Power 


Station WGAR, Cleveland, 
switched from 5,000 to 50,000 
watts,July 4, adding half a mil- 
lion listeners to the station’s pri- 
mary area. A new rate card, No. 11, 
became effective July 15, though 
current advertisers are protected 
for one year at the present rate. 


McCullough to Kenny 
A. P. McCullough has been ap- 


& | pointed vice-president and gen- 


| eral manager of the C. D. Kenny 


division of Consolidated Grocers 
Corporation, Baltimore. Consoli- 
dated has opened an eastern buy- 
ing office in New York, headed by 
George R. Mueller, a vice-presi- 
dent. 


Opens New Drug Division 
McKesson & Robbins, New 


York, opened its 70th drug divi- 
sion in Dayton, O., July 10. John 
W. McQuiston, formerly opera- 
tions manager of the Cincinnati 
division, has been appointed man- 
ager. 


AUUCT Ueoeley JC, JaLy at, 


Ryerson Pictures Plant 


The steel-service plant built by 
Joseph T. Ryerson & Son, ste¢] 
distributor, in Los Angeles is de. 
picted in a new 12-page booklet. 
Stocks, facilities and personne! at 
the plant, the company’s 12th unit, 
are shown. 


Printup Heads WEXT 
John M. Printup has been ap- 
pointed general manager of Sta- 
tion WEXT, Milwaukee, which 
will begin operations Aug. 31. 
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Coca-Cola Signs 
Ginny Simms as 
Featured Singer 


New York—Ginny Simms’ won’t 
have her own show next fall but 
she will at least be on the air, 
having signed as featured vocalist 
for Coca-Cola’s Sunday night fall 
show. . 

Percy Faith and his orchestra 
will have top billing on this musi- 


cal program, which will make its 
debut Aug. 17 at 6:30 p.m., over) 
the Columbia network. D’Arcy 
Advertising Company is the 
agency. 

Miss Simms’ last radio season 
ended most unhappily—for all 
concerned. Her expensive show 
(approximately $14,000 at the 
start of the 1946 fall schedule) 
was dropped by the Borden Com- 
pany, which also disassociated it- 
self from Young & Rubicam. 


There are other indications along 


Radio Row that last year’s stars 
are looking for featured spots. 
When word got around that the 
Electric Auto-Lite Company in- 
tended to give the Dick Haymes 
show (Thursdays, 9 p.m., CBS) a 
shot in the arm by adding a com- 
edy sequence, Ruthrauff & Ryan 
received bids from a score of 
comedians left unemployed by 
last year’s cancelations. (Among 
those still unsigned are Bob Burns, 
Jack Haley, Frank Morgan and 


the agency hasn’t found just what | 


it’s looking for. 

Meanwhile, Abbott & Costello, 
Joan Davis and Dinah Shore—to 
mention only three of 1946’s lead- 
ers—still are making eyes at po- 
tential sponsors. 


To Personal Products 


Johnson & Johnson Ltd., Mont- 
real, has appointed Personal Prod- 
ucts Ltd., Montreal, as sole Cana- 
dian distributor for Tek tooth 


Allan Young.) So far, however, | brushes. 


HE other day a certain network (let’s call 
G ee network “B”) published some special 
arithmetic about its national circulation based on 
BMB data. It counted only those listeners to its 
network who lived in areas where 75% of the 
radio families listened to network “B” at least 


once a week. And it did the same for the other 


networks. 
It dropped out all listeners in all other areas. 


It dropped out listeners, for instance, in New 
York City, the largest in the nation. 


— In New York City no station reaches the 75% 
level in the daytime. (Oddly enough, in sell- 
ing its New York station, network “B” bases its 
argument on a 50%-or-better level.) 


It dropped out listeners, for instance, in Phila- 
delphia, the third largest city in the nation. 


— In Philadelphia CBS is the only network that 
reaches the 75% level in the daytime. 


Why did network “B” so casually disenfran- 
chise the daytime listeners in New York and 
Philadelphia? BMB defines circulation as the 
number of families listening in all areas above 
10%. It must be fairly obvious that circulation is 
circulation —wherever it exists. Circulation is all 
listeners —at the 35% level, the 50% level, the 
90% level. 


Could it be that network “B” was straining for 
a lead out of all proper proportion? 


Why strain? 
BMB data offer a perfectly valid (and perhaps 


far more useful) basis for measuring the poten- 
tial audience a network delivers. It can properly 
be called a measurement of effective coverage, 
and is readily defined as all radio families in areas 
where 50-to-100% listen. 


This particular level stems from the fact that 
virtually all stations effectively cover their home 


dropped something! 


cities. And BMB itself established that 92% of” 
all stations attain the 50-100% level in their 
home cities. This level provides the traditional 
yardstick used by broadcasters to reveal their 
potential value to advertisers. 


This level includes the listeners in New York 
City and Philadelphia which network “B” 
blandly chose to drop. 


By this yardstick of effective coverage you 
obtain quite a different picture... quite a different 
relationship between the four networks from the 
one calculated by network “B”. 


Here’s what you really get: 


EFFECTIVE NETWORK COVERAGE* 


Nighttime Radio Families 


NETWORK “B” | de 


33,869,330 


NETWORK“C” 26,518,730 


NETWORK“D” 


Daytime Radio Families 


CO 


23,281,760 


NETWORK “B” 33,457,250 


NETWORK "C” 


28,255,660 


NETWORK “D” ee gegen. 


*Based on BMB Study No.1 conducted in March, 1946 and projected 
to the BM Bestimate of 33,998 ,000 U.S. radio homes (January , 1946). 


You discover clearly—and perhaps for the first 
time —that CBS and network “B” are virtually 
ona par in their ability to supply effective cover- 
age of the U.S. radio market. 


The Columbia Broadcasting System, 


27 
U. S. Rubber Promotes 3 


Walter D. Baldwin, formerly 
sales manager of the U. S. tires 
division of the U. S. Rubber Com- 
pany, New York, has been named 
director of manufacturers sales 
for the division. J. Chester Ray, 
sales manager of the Fisk Tires 
division, succeeds Mr. Baldwin, 
and Harry M. Ramsay has been 
appointed sales manager of the 
Fisk division. 


Plans Movie Survey 


The Hollywood Reporter is 
planning a comprehensive survey 
of the motion picture industry, 
through questionnaires mailed to 
its subscribers. A national re- 
search organization will tabulate 
and certify statistics concerning 
incomes, attitudes, reading prefer- 
ences and sales potential of the 
people responsible for the na- 
tion’s motion pictures. 


Names J. B. Todd 


Samuel Halaby, Inc., Rochester, 
N. Y., manufacturer of Do-Mor 
granulated soap, has named J. B. 
Todd & Co., Montreal, as Canadian 
sales agent. 


‘ get yourself a 
reputation . . . 

they said, when 
we came 
to ask for 
your advertising 


\ we've done it! 


We built a whopping 
25¢ magazine 


that's rated as 
MUST reading by almost 

200,000 top-income, 
urban Negro families. 


Check into OUR WORLD'S nation- 
wide audience of a million urban 


Negro readers, whose buying power 


means more sales for you. 
Write for Brochire FM 847... 
the fascinating, success story of 


o8 OUR WORLD 


ea 


BRI FOR THE WHOLE FAMILY 


Address communications to 
INTERSTATE UNITED NEWSPAPERS, INC. 
Fuclusive Representative 
545 FIFTH AVE., NEW YORK 17 
Serving America's Leading Advertisers for over a Decade 
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Alter Joins White Rock 


Samuel A. Alter, recently as- 
Sistant to the vice-president in 
' Charge of advertising at the Coca- 
Cola Company, New York, has 
joined White Rock Corporation, 
New York, as manager of product 


v . 
New Republic’ Changes 
The New Republic, New York, 
will change to a coated cover and 
an improved paper stock, effec- 
tive with early autumn issues. 
Color and visual art work will be 
used on the cover and throughout 


Joins United Distillers 
Brig. Gen. Ralph H. Tate, re- 
tiring this month from active 
service after more than 28 years 
in the Army, has joined United 
Distillers of America, New York, 
as monopoly states sales manager. 


Advertising Age, 


development. the magazine. He recently returned from Austria, 
where he served as deputy com- 
mander of United States troops, 
and Deputy United States Com- 
missioner on the Allied Commis- 


sion for Austria. 


YOUR HOUSE ORGAN PUBLISHING 


MADE Scopler ! 


Now! Get this helpful Instruction 
Manual with the compliments of RCS. 


_|Monsanto Names Jones 
Monsanto Chemical Company 


«| has promoted Chester L. Jones Jr. 
from manager of the product de- 


Gives you practical suggestions on copy, velopment department of the 
layout, production of YOUR house plastics division, Springfield, 
organ. Ideas you can put to Mass., to sales manager of the 
immediate use! protective coatings department, 


with headquarters at the Merri- 
|mac division, Boston. The trans- 


| fer becomes effective Aug. 1. 


| To Cocktield, Brown 


Cockfield, Brown & Co. Ltd., To- 
|ronto, has been appointed to han- 
dle advertising for the University 
of Toronto. 


Wri or Poon toe 


are William S. Patjens, advertising sale 
Delacorte Jr., p 


ALL SMILES—When Dell Publishing Co. had its annual sales conference, it 
invited Arthur H. (Red) Motley, publisher of Parade, to be a speaker. 


Here 
s manager, Mr. Motley, and George T. 
resident of Dell. 
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Sales figures continue to climb in the Quad-Cities area (largest market in Illinois and lowa 
outside of Chicago with more than 200,000 urban population). Quad-Cities, the farm 
machinery capital, grossed $74,475,000 in sales for 1940. By 1945, this figure jumped to 
5114,349,000 — and hasn't stopped yet! Figures for 1946, just released, peg Quad- 
Cities retail sales at $177,065,000* — more than $100 million increase in seven years. 
Rich market? — you bet! Quad-Cities is the place to reap your advertising harvest — 
the place where industrial payrolls swell annual sales. 


*Sales Mgt. estimates for 1946, City Data 


Major part of t’xe Quad-Cities’ population lives in the Rock Island, Moline, 
East Moline area. This Illinois-side population accounts for 59.3°/, of Quad- 
Cities’ sales. The Rock Island Argus and Moline Dispatch are the only daily 
newspapers published in the Rock Island-Moline-East Moline area. 
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Senate Restores 
Some House-Cut 
FCC, FTC Funds 


WasSHINGTON—The Senate last 
week approved and sent to con- 
ference the 1948 budgets for the 
Federal Communications Commis- 
sion and the Federal Trade Com- 
mission, after the Senate ap- 
propriations committee had re- 
stored some cuts inflicted on both 
agencies by the House. 

Conferees are expected to ap- 
prove the budgets substantially as 
passed by the Senate,’ and they 
will probably be on the way to 
the White House about the time 
this reaches print. 

FCC was given $6,400,000 by 
the Senate, an increase of $400,- 


Yeandle Appointed 


Tony Yeandle, for many years in 
charge of chain store sales for In- 
ternational Vitamin Corporation 
and before that director of chain 
store sales for Bauer & Black, has 
joined the Weimet Film Company, 
New York, manufacturer of Wei- 
met Green Seal Panchromatic film 
and other photographie products, 
as director of sales and market 
development. The company is pre- 
paring a national advertising and 
promotional campaign through 
Shappe-Wilkes, New York. 


RCA Names Ingles 


Major Gen. Harry C. Ingles (re- 
tired), president of RCA Insti- 
tutes, New York, has been named 
a director of the Radio Corpora- 
tion of America and its  sub- 
sidiaries, National Broadcasting 
Company and RCA Communica- 


tions. Until his retirement in 
March, Gen. Ingles was chief sig- 
nal officer of the U. S. Army. 


000 over the House-approved fig- 
ure, exclusive of an additional 
$40,000 for printing and binding 
(AA, June 16). 


FTC’s Senate-approved figure is 
$3,000,120, which marks a regain- 
ing of only $200,000 out of a 
House slash of FTC’s original bud- 
get request by $1,122,800. The 
FTC budget figure includes an ap- 
proved earmarking of “not less 
than $228,695 for the enforcement | 
of the Wool Products Labeling 
Act.” An additional $55,000 is 
provided for FTC printing and 
binding. 


WOXO Goes Full Time 


Station WQXQ, FM sister sta- 
tion to the New York Times’ 
WQXR, has started broadcasting 
—s time on ~ — frequency pe Get advertising results and 

.3 megacycles. programs o . . . 
WQXR will be aired simulta- oe 
neously over WQXQ from 9 a.m. | 1 A 
to 12:05 midnight. For the time|| NANCE" your assurance of 
being WQXQ also will continue around the clock service. 
to broadcast on its former FM 
band at 45.9 megacycles. 


KALE Names Jackson 


C. §S. Jackson, associate pub- 
lisher of the Journal, Portland, 
Ore., has been named _ general | 
manager of Station KALE, Port-| 


NATION- 
WIDE NEON 
MAINTENANCE... 


Regardless of where your 
Neon advertising is located, 
Empire will contract to main- 
tain it in quantity under one 
service. 


Empire does not subcontract 
to any company, but serv- 
ices your advertising with its 
own facilities... . 


Further Information 


land, succeeding Charles E. Contact 

Couche. 

JOHN 8. DICKLOW EMPIRE NEON 
DaLLas—John Sumner Dicklow, | 

64, former director and co-part- | INCORPORATED 

ner of Dicklow Advertising|] General Offices Savannah, Ge. 


Agency here, died July 8. 
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THE LIONS SHARE ? 


How the American Negro one’ ten billion dollars annually is a vital 
uestion, to which we will soon have the answer. The Research 
amosny of America is making a brand preference study of the 25 
principal areas inhabited by Negroes in the U. S. This is the only study 
of its kind ever conducted. Reserve your copy on your letterhead now. 
We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO e@ DETROIT 


545 FIFTH AVENUE NEW YORK 17, N. Y. 
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Hotpoint fo Push 
Disposal Through 
Stores, Utilities 


Ads Feature Price 
of Unit, Immediate - 


Use in Old Homes 


Cuicaco — Hotpoint, Inc., will 
launch its first postwar merchan- 
dising and advertising program 
next month for the Disposall, the 
$124.50 garbage disposer it expects 
to popularize for the first time as 
an entirely separate kitchen appli- 
ance. ; 

Through Maxon, Inc., Detroit, 
the company plans to schedule a 
series of 10 and 12-inch single- 
column ads in dailies of about 80 
metropolitan markets. The copy, 
to run twice weekly on a 13-week 
cycle, will feature the fact that 
the Disposall—generally identified 
with modern cabinet-type sinks— 
can be installed as a major kitchen 
aid for old homes not now ready to 
install the entire sink unit. 

Hotpoint hopes to merchandise 
the units successfully through ma- 
jor department and _ furniture 
stores, as well as utilities. The 
program will include special store 
displays, direct mail, sales promo- 
tional material and publicity. 


Call Market ‘Unknown’ 


Company officials say that stores 
have never sold many of the ap- 
pliances and that the market is 
largely unknown. Plumbers have 
shown interest in the item only 
where they could make the sale. 
The Disposall has fallen between 
the new building item market and 
the appliance market in stores, 
with the result that no class of 
dealer has pushed its sale aggres- 
sively. 

Ten years ago the price was ap- 
proximately $125. Later, when 
it was cut to $70 to attract a larger 
market, results were disappointing 
because of the mixed marketing 
setup. Now back at $124.50, the 
item offers a good dealer markup, 
Hotpoint says, and it can be sold 
as a “deliver only” appliance. The 
company belives the thousands ot 
men who can make minor repairs 
around the house comprise the first 
natural market through store sales. 

The price will be featured in 
forthcoming copy, along with the 
Disposall’s ease of installation and 
infrequent servicing. National 
magazine advertising will back the 
unit, too, with Hotpoint continuing 
its spreads on the entire kitchen 
appliance line through the remain- 
der of the year. 

The company merchandises its 
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appliances through 100 distributor 
houses and approximately 10,000 
dealers. The Disposall will be 
aimed at markets served by 125 
key dealers, such as the large 
stores and utilities. With the 
garbage disposer coming into pro- 
duction in quantity, stores can be 
expected to do their share of pro- 
moting the appliance. 


Disposer ‘Most Wanted’ 


Hotpoint is telling the full story 
to distributors, naturally, and city 
officials are on the special direct 
mail list. Washington, D. C., and 
Appleton, Wis., are said to be con- 
sidering city-wide installation as a 
means of ending the garbage 
pickup and removal problem; and 
Baltimore, which banned disposers 
because of the increased load on 
the sewage disposal system, has 
since approved their installation on 
its sewage mains. 


panies in the waste disposer field, 
recently queried a panel of 200 
housewives about major kitchen 
appliances and found the disposer 
“most wanted” by 23%. Most of 
the group thought a new sink 
necessary to use a waste disposer. 
Upon learning that it wasn’t, 72 
indicated they would ask to see the 
appliance at an appliance store. 
Eight per cent thought the unit 
might put excessive demands on 
the hot water supply system; they 
wanted more information when 
told it works only in conjunction 
with the cold water tap. 

Current estimates indicate that 
2,500,000 kitchens will be modern- 
ized during the next five years and 
the Hotpoint study indicated 25% 
may include garbage disposer in- 
stallations. 

Others in this field include the 
General Electric Disposall (the 
same appliance Hotpoint markets); 


Westinghouse Electric Corporation 
and operating on the same prin- 
ciple; the Drainomatic, manufac- 
tured by Rousselle Corporation, 
Los Angeles; the Waste King pul- 
verator, made by Given Mfg. 
Company, Los Angeles; Insink- 
erator, produced by Insinkerator 
Company, Racine, Wis.; the gas 
incinerator made by Williams 
Oil-O-Matice Division, Blooming- 
ton, Ill., and several other units 
of the incinerator type. 


Stein Names Jacobus 

George F. Stein Brewery, Buf- 
falo, has appointed William H. 
Jacobus to the new position of gen- 
eral sales manager. 


Two Join D-F-S 

H. Ross Potter, formerly ac- 
count supervisor, vice-president 
and director of LaRoche & Ellis, 
has joined the executive staff of 
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York. Ruth Jaros, formerly with 
Joseph Katz Company and Benton 
& Bowles, has joined the copy 
staff. 


among top-flight executives 
concerned with store and 
business equipment, construc- 
tion material and services for 
125,000 chain stores. 


CHAIN STORE AGE 
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Administration 
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Hotpoint, one of a dozen com-|the 


Waste-away, 


produced by | Dancer - Fitzgerald - Sample, New 


BEFORE HE DIES 


Tue mytu of the Swan Song is of the 
greatest antiquity, dating back at least to 
Virgil, 70-19 B.C., and it is so deeply 
rooted that it actually affects our common 
law*. 

We thought John T. Zimmer, Curator 
of Birds at the American Museum of 
Natural History, would know the truth, 
so we asked him. He replied: 

“The old story that swans always sing 
just prior to their death is not supported 
by recent observations.” 

We are not concerned with smashing 
qncient myths, but we are very much 
concerned when mythical nonsense en- 
ters into the serious business of buying 
space with precious dollars. 

The “mass and class” myth, the “du- 
plication” myth, the “nobody-reads-it-ex- 
cept” myth live on, in spite of their flimsy 
foundations. 

Their believers accept them on faith. 
They cannot support them with facts 
and yet they will not listen to reason. 
They place the burden of proof on the 
victims of the myths and demand that the 
proof be irrefutable. 

The Mirror is currently the second 
largest newspaper in the United States 
both daily and Sunday. Because of its 
astonishing circulation— daily, more 
than 1,055,000; Sunday, more than 
2,202,000 — it is naturally a target of the 
myth-mongers. 


In a city like New York where there 
are no carrier boys, no home-delivered 
circulation, a paper with millions of 
readers finds it peculiarly difficult to pro- 
duce absolute proof to combat myths that 
are never proved at all. 

But every survey, every breakdown of 
circulation, every “result” report from 
our advertisers, every analysis of our mail 
—all point clearly to the obvious fact that 
a big newspaper is just like a small news- 
paper in the same city—only more so. 

The Mirror reaches every money- 
spending class, high, middle, and low, in 
proportion to the number of families in 
that class. Its duplication with any other 
newspaper is roughly proportionate to 
the combined circulation. And the only 
true “nobody-reads-it-except” statement 
is...“Nobody reads it except millions of 
readers.” 

Yet the myths live on, at serious cost to 
the advertiser. For the Mirror delivers a 
truly stupendous market at low cost per 
reader, low cost per sale. It costs more 
money to reach an equal number of 
prospects by any combination of smaller 
papers; and every time an advertiser pays 
more money for an equal result, it is 
waste. The Mirror reaches the customers 
of every dealer in every neighborhood to 
an extent impossible with smaller papers. 
It sells goods vigorously for all not 
blinded by their faith in myths. 


THE SWAN SINGS —— 


*THE CASE OF SWANS 
TRIN 34 ELIZ. 


“And in the same case it is said 
that the truth of the matter was, 
that the Lord Strange had certain 
swans which were cocks, and Sir 
John Charleton certain swans which 
were hens, and they had cignets be- 
tween them; and for these cignets 
the owners did join in one action, 
for in such case by the general cus- 
tom of the realm, which is the com- 
mon law in such case, the cignets 
do belong to both the owners in 
common equally, sc. to the owner 
of the cock and the owner of the 
hen; and the cignets shall be di- 
vided betwixt them. And the law 
thereof is founded on a reason in 
nature; for the cock swan is an em- 
blem or representation of an affec- 
tionate and true husband to his 
wife above all other fowls; for the 
cock swan holdeth himself to one 
female only, and for this cause na- 
ture has conferred on him a gift be- 
yond all others; that is, to die so joy 
fully, that he sings sweetly when he 
dies; upon which the poet saith: 

Dulcia defecta modulator car- 

mina lingua 

Cantatur, cygnus, funeris ipse 

sui &e. 
And therefore this case of the swan 
doth differ from the case of kine, or 
other brute beasts.” 


Court of King’s Bench—1592 


NEW YORK MIRROR 
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New Ford Theater 
fo Concentrate 
on Good Writing 


New York—lIn these days when 
advertisers—rightly or wrongly— 
frequently are blamed for keep- 
ing radio in a rut, Ford Motor 
Company is setting an enviable 
example. 

If plans work out as well in 
action as they appear on paper, 
the company’s new fall dramatic 
show should be the best possible 
form of inspiration for radio play- 
wrights. 

At least two original one-hour 
plays, to be written on assign- 
ment by top-ranking dramatists, 
will be presented during each 
13-week cycle of the manufac- 
turer’s contract with Kenyon & 
Eckhardt for “The Ford Theater.” 
In addition, the agency will wel- 
come good original radio dramas 
from other sources. 

Reversing the policy followed 
by other high-budget dramatic 
productions, such as the Lux 
Radio «Theater, the Lady Esther 
Screen Guild plays and U. S. 
Steel’s Theater Guild, the Ford 
Theater will put the emphasis on 
the script rather than the star. 

The cast will be composed of 
experienced, capable radio actors 
—not Hollywood and Broadway 
names. This saving in acting tal- 
ent will be used to buy the best 
available writing talent. 


Ford Uncertain at First 


Ford chose this dramatic pro- 
gram after several weeks of in- 
decision, during which K&E radio 
chiefs held many conferences. 

During this period there were 
the usual number of rumors that 
the Ford radio account, which 
moved to Kenyon & Eckhardt 
from J. Walter Thompson Com- 
pany, following the dropping of 
the Dinah Shore show this spring, 
might not stay put for long. 

The show will be heard from 


If you sell 
ANTISEPTICS 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


5 to 6 p.m. Sundays, over NBC, 
beginning at an unannounced date 
in the fall. This hour was vacated 
recently when the network shifted 
the NBC Symphony to 6:30 to 
7:30 p.m. Saturdays, as of Oct. 4. 

Commercial time on the Sun- 
day night show will be devoted to 
institutional advertising. Automo- 
biles are plugged on the Ford 
Showroom, Wednesday night over 
CBS. This program, starring 
Meredith Willson, on June 18 
moved into the half-hour formerly 


Peter Lind Hayes. 


Ave., New York. 


Form Knapp-Shepard 


George A. Knapp Jr., formerly 
production manager of the Adver- 
tising Research Foundation, New 
York, and Harold W. Shepard, for- 
merly assistant account executive 
with The Biow Company, 
York, have formed Knapp-Shep- 
ard, Inc., advertising agency. Of- 
fices are located at 480 Lexington 


occupied by Dinah Shore and 


New 


Acquires O. B. Andrews 


Container Corporation of Amer- 
ica, Chicago, has acquired control 
of O/ B. Andrews Company, con- 
tainer, carton and paperboard 
manufacturer, with plants in Chat- 
tanooga, Knoxville and Johnson 
City, Tenn., and Atlanta, Ga. 


Harbord Leaves RCA 


Lieut. Gen. James C. Harbord 


(retired), who has been an official 
of the company since 1923, has 
| resigned as president of the board 
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of directors of the Radio Corpora- 
tion of America, a position he has 
held for the past 17 years. He will 
continue as a member of the 
board of directots. David Sarnoff 
was named to serve as board 
chairman as well as president of 
the company. 


Walsh Appoints Ouimet 

Jacqueline Ouimet has _ been 
named an account executive and 
fashion coordinator in the Mont- 
real office of Walsh Advertising, 
Inc. 


HAPPY (Breathlessly so) HOLIDAY says: 


32 ‘(topflight” retail stores, coast to coast, 


tie in with our latest promotion! Exciting 


store-wide promotions prove... 


HOLIDAY MAGAZINE 


Saks - Fifth Avenue, 


Chicago, Ill. 


Cunningham Drug Stores, Inc., Detroit, Mich. 
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Pepperell Sheets 
to Get Heavier 
12-Month Drive 


Boston — Pepperell Mfg. Com- 
pany, the nation’s largest adver- 
tiser Of sheets, is starting off 
under full steam this month on a 
new record - breaking 12 - month 
campaign. 

The company has informed 
dealers that 13 magazines will 


send a flow of Pepperell ads into 
25,000,000 homes to 64,800,000 
readers at regular intervals. Add- 
ed to the list this year is Today’s 
Woman, and full-color bleed pages 
will run on the luxury Peeress 
sheets in Ladies’ Home Journal. 
The drive includes black-and- 
white pages in House Beautiful, 
House and Garden and The New 
Yorker on the Peeress line. The 
general Pepperell line of muslin 
and percale sheets will be adver- 
tised in Better Homes & Gardens, 


Bride’s Magazine, Life, McCall’s| Pepperell advertising “is directed 


and Today’s Woman. Work fab- 
rics will be promoted in full-page 
black-and-white ads in Look and 
two-thirds pages in Farm Journal 
and Successful Farming. 

Next month the company will 
start its second year of institu- 
tional advertising. This will again 
consist of page ads in Newsweek, 
each showing one of the com- 
pany’s many consumer and indus- 
trial products. 

The company says that 88% of 


at people making more than 
$3,000 per year, the greatest po- 
tential market for branded lines.” 

Benton & Bowles, New York, is 
the agency. 


Glamorizes Carpets 


Caliwool textured carpeting, 
made by Oriental Rug Cushion 
Company, Los Angeles, is glam- 
orized in a new brochure tying in 
each color in the group with a 


| Hollywood starlet and copy in- 


INFORMATION 


Nate. 
oS 


The Higbee Company, Cleveland, Ohio 
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Holiday’s amazingly successful summer promotion proves something 
to us—something we were only pretty sure of before! It’s just 

this: the Holiday idea or mood (whatever you choose to call it) is 
something that gets into people’s blood—gives them the urge 

to buy! It’s something that changes buying for need into spending 
for fun! It’s the reason why 327 stores in 327 different cities 

have joined in the promotion spontaneously, without any special 
inducements from us. It’s the reason for 800 nation-wide tie-ins 

in just one year! It’s the reason why these stores have used 

Holiday in more than 5000 windows to date. You see, smart stores 
know that Holiday magazine moves merchandise, because 
“the Holiday mood moves merchandise”! 


|| MOVES MERCHANDISE! 
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tended to “wed the motif and the 
mood.” The booklet was pro- 
duced by Booker-Cooper, Inc., 
agency which handles the ac- 
count. 


Allison Gets New Post 


John D. Allison has been ap- 
pointed manager of the New York 
office of Taylor-Howe-Snowden 
Radio Sales. The firm is located 
at 500 5th Ave. Mr. Allison re- 
cently resigned as vice-president 
of Headley-Reed Company and 
will assume his new duties in 
August. 


White Castle to Buente 


White Castle System, Inc., res- 
taurant chain, Columbus, O., has 
transferred its account from H. B. 
LeQuatte, New York, to George P. 
Buente, Inc., New York. News- 
papers will be the chief medium. 


Elects Donahue 


J. H. Donahue, newly-appointed 
general sales manager of Pioneer 
Steel Ball, Inc., Unionville, Conn., 
has been elected secretary of the 
company. 


(ADVERTISEMENT) 


10,000 Paid Subs 
at $25 a Year 


Sets New Record 


Readers Vote for Ads-- 
To Get Them First Time 
with Sept. 15 Issue 


New York — For perhaps the first 
time in publishing history, a busi- 
ness paper, before inviting a single 
line of advertising, has built a paid 
circulation of more than 10,000 — 
enough to blanket approximately 
80% of its field—at the rate of $25 
a year. 


Today, after publishing MoprRNn 
DISTRIBUTION for three years, and 
without any income from advertis- 
ing, leading hardgoods wholesalers, 
chain-store organizations, large de- 
partment stores, mail-order houses, 
manufacturers controlling retail 
outlets, buying syndicates, manu- 
facturers’ agents and other volume 
merchandisers of hardgoods pay 
more thousands of dollars to read 
MoperRN DISTRIBUTION than to Tread 
any other trade or merchandising 
paper under the sun. 


Readers Wanted Them 


Beginning with its September 15 
issue MoperRN DISTRIBUTION will be 
published as a tab-size, weekly 
newspaper limited to a fast-paced 
32-pages including advertisements 
that will be accepted for the first 
time effective with this issue date. 


The termination of the ‘“no-ads” 
policy was decided upon after sur- 
veys revealed that a vast majority 
of important readers who followed 
the newsletter in its 8-page weekly 
format very closely wanted the de- 
tailed information contained in 
manufacturers’ advertisements so 
they could be kept up to date in 
programming their further diversi- 
| fication of lines. 


| 8,500 Do 80%, Volume 


| It is estimated that 6,500 wholesal- 
| ers, and 2,000: chain-store organiza- 
tions, department stores, mail-order 
| houses, and buying syndicates con- 
|trol the distribution of approxi- 
| mately 80% of all hardwoods sold 
in the U. S. Now the advertiser 
| will be able to reach 80% of this 
| potential distribution in one pub- 
lication. 


To see the printed dummy write, 
phone or wire any of these offices: 
347 Madison Avenue, New York 17; 
20 North Wacker Drive, Chicago 6; 
Union Commerce Building, Cleve- 
land 14; 1411 Walnut Street, Phila- 
delphia 2; 68 Post Street, San 
Francisco 4; 684 South LaFayette 
Park Place, Los Angeles 5: 1722 
Rhodes-Haverty Building, Atlanta 3. 


You can, if you prefer, get further 
information and advertising rates 
by contacting Milton W. Lightcap, 
| Director of Advertising, Moprern 
| DISTRIBUTION. 
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W. hy the £ ain nNOW ? It’s no trick to register linage gains 


when times are booming and al/ publications are chalking up increases. 
It’s quite another matter to do it in times like these. To maintain linage 
gains now—and to imcrease them—that takes leadership. For only leaders 
continue to win industry-wide support when buyers are seeking top news 


and advertising value. 


The textile, apparel, footwear and home furnishings industries recognize 
such leadership in the Fairchild Publications. Their increased use of these 
publications—each the leader in its own field— indicates how consistently 
news leadership produces advertising leadership. That’s why these 6 months 


linage gains are the largest in Fairchild Publications’ 57-year history! 
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No matter what you may call it—most Americans believe 
in it! 

But right now, forces from within the country as well as 
without—ranging all the way from complacent indifference to 
highly organized propaganda—are tending to alter, to dis- 
parage, and—yes—even to destroy the ideals which made 
America great and which, if supported, can keep America great. 

Tue AMERICAN MaGazine is quick to spot these un-Ameri- 
can evils and “isms’—and put the finger on them, We are 
seeking them out, one by one—exposing their threats to 
American life and business—and floodlighting the scene with 


the clear truth that has always guided America’s true citizens 
in time of crisis. 


In the past year alone, 26 such articles have been featured 
in THe AMERIcAN Macazine. And this alertness is no new- 
born virtue. For nearly forty years, THE AMERICAN MAGAZINE 
has fought for American ideals. 

Thus, over the years, it has built a special character and 
reputation which make THe AMERICAN MaGazine’s audience 
one of the most responsive in the whole field of publishing. 
To demonstrate this, we have prepared a presentation which 
tells the unique story of what we are now doing to safeguard 
American life and business. 
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This presentation bears the same title as this advertise- 
ment. If you’d like to see it, let’s make a date. 


AGT’ 


Amen] 
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VION 


lhe Creative Wan Corner 


Trade papers’ advertising for even the 
most heavily consumer-advertised prod- 
ucts compares in speed with the latter 
just about as the pony compares with the 
thoroughbred whose stall he shares — 
simply to keep him happy. 

The trouble is, we don’t know who 


- ck haw HOT ya ste con ge 


is supposed to be made happy by the 
pony side of most national advertising. 
Certainly the effect is something consid- 
erably less than delirious joy on the part 
of the majority of grocers and druggists 
and other retailers in whose trade papers 
the stuff appears. 


Yow Ought toKnow . 


Since the fall of 1946, newspapers, maga- 
zines and newsreels have been regularly 
reporting the operations, opinions and 
plans of Robert R. Young, a man who has 
spent the last year giving established rail- 
Toads the hotbox, and 
whose appearance as a 
Stockholder has been 
known to give manage- 
ments the worst set of 
jitters since October, 
1929, 

_ Much of the public- 
lly barrage has been 
€ngendered by Mr. 
Young, who has few 
peers as a producer of 
headlines. But much 
of the timing has been 
due to the astute direction of Thomas 
Joseph Deegan Jr., who plunged into the 
‘allroad world from the improbable busi- 
Mess of fashion advertising, and who 
Prepped for his championship of the Iron 
rse with American Airlines. 

Tom Deegan is a pleasant, soft-spoken 
‘istman, who traces his education in the 
Press to a beginning as a high school 


T. J. Deegan Jr. 


It may be that it makes the publishers 
happy. Somehow, though, we doubt it. 

We think they must prefer advertising 
that works. 

And just to prove that it can, we give 
you the Mum advertisement below, from 
Drug Topics. The figures in the map are 


Put Mum in your windows, on your 
; counter, where camomets ae it the min 
wee they welk into the sore That way 
you tie in yoer ssore with al! che power 
fal Muse edvertionng thar hetps you sel! 
eves more of this great sccomer seller! 


United States Weather Bureau records of 
maximum summer temperatures for the 
forty-eight states, and the text very rea- 
sonably points out that window and 
counter displays, now make a lot of sense. 


The pony here is really earning his 
oats. 


e « Thomas J. Deegan Jr. 


correspondent for the Brooklyn Eagle. 
When he enrolled at Fordham, he dis- 
covered that the Bronx college had no 
publicity bureau, and promptly set about 
organizing one. He contacted metropoli- 
tan newspapers and wire services, ar- 
ranging to be paid space rates for Ford- 
ham news, and then sold the Rev. Aloy- 
sius Hogan, then head of the university, 
on the idea that he was acquiring a free 
news bureau. 

Space rates paid Tom’s way through 
college, and he did summer stints on the 
New York Times, joining the Times as 
a reporter in 1932. He spent six years 
with the good, grey Times and left it to 
set up a public relations firm with Joseph 
Ryle. His bread-and-butter account was 
the World’s Fair Committee of the Fifth 
Avenue Association, which he handled for 
three years, the year preceding the Fair, 
1938, and the two years of its existence. 
Ryle & Deegan also acquired Fordham as 
an account. 

Came Pearl Harbor, and Ryle, an 
Army reserve officer, headed for khaki 
and Tom applied for a naval commission. 
While the Bureau of Naval Personnel 


was scanning his application, he got an 
idea for the Treasury, suggested to Sec- 
retary Henry Morgenthau that theaters 
and sports promoters charge 25 cents for a 
war savings stamp for their free list to 
events. The 25-cent charge, continued 
throughout the war, yielded about $3,- 
000,000, Tom thinks. 

Out of the blue, Lt. Gen. Alexander 
Surles asked Tom to handle the Army 
war show, a touring exhibit of the 
Army’s men and equipment. Tom took the 
job, and when he and the show reached 
Pittsburgh, discovered a letter from the 
Navy advising him that he had been ac- 
cepted. Tom stuck with the Army—as a 
civilian—and turned down the commis- 
sion. 

He toured with the show through 1942, 
then went to the Smaller War Plants 
Corporation with Brig. Gen. Robert John- 
son, of Johnson & Johnson. He spent 
nearly all of 1943 explaining the devious 
workings of SWPC, and left in December 
to become director of public relations for 
American Airlines. 

At American, Tom hopped across the 
country, once killed time on an idle 
flight from Mexico City to Los Angeles 
reading two Saturday Evening Post arti- 
cles on Robert R. Young. As he freely 
admits, those two articles were his extent 
of knowledge on Young up to the point 
where he was asked to come over and 
talk to the railroad magnate about a job. 

Also at American, Tom learned about 
the seamy side of the transportation 
public relations business — the sudden 
telephone call in the small hours of the 
night which sends a public relations man 
streaking across country to the pin point 
on a map where trouble has occurred 
on the line. 

American Airlines pioneered in the de- 
velopment of air freight among sched- 
uled operators. It had decided to pro- 
mote air shipment of fashions: “the sec- 
ond most perishable commodity,” says 
Deegan, who thinks news is the first. 

To do the job, American enlisted Ab- 
bott Kimball Company, an agency spe- 
cializing in fashion accounts. In the 


course of his contacts with Kimball, Dee- 
gan so impressed him that eventually 
Kimball invited him to join the agency 
as vice-president and director of public 
relations, which Deegan did in December, 
1945. 

At Kimball, Deegan was fond of say- 


' ing that the advertising agency was the 


coming force in the public relations busi- 
ness; he still thinks so, but qualifies it 
by saying that agencies will have to 
change their thinking, “will have to see 
beyond the 15%.” 

Young had been looking for a man ta 
handle public relations for his various 
enterprises (Pathe Industries, Eagle-Lion 
Pictures, Chesapeake & Ohio Railroad, 
Greenbrier and Hotel Cleveland, Alleg- 
hany Corporation, the Federation for 
Railway Progress, and adding others), 
and Deegan’s name was suggested by 
Bryan Field, a Du Pont vice-president. In 
October, Deegan joined Young. 

Of Young, Deegan says he is a man 
with an intuitive feeling for the public 
pulse, an uncanny instinct for the course 
of events. He customarily makes a rough 
draft of his speech, article or ad copy, 
reads it to the three heads of departments 
who inhabit his “across-the-board” office 
in the Chrysler building. They follow 
his speech, sometimes object. But they 
have learned, Deegan says, to say “no, 
because”—not just “no.” Young dislikes 
negatives, is particularly annoyed at the 
phrase “it can’t be done.” 

At 36, Tom lives in Huntington, L.L, 
with Mrs. Deegan and their four chil- 
dren, the eldest of whom is six. He says 
his hobby is his children, but he also be- 
longs to the Riverdale Yacht Club and 
enjoys playing the piano as well. Unlike 
many other men in the advertising busi- 
ness, who plan to write novels, Tom’s 
project is a musical comedy, on which he 
works by fits and starts. The project has 
six songs written for it now, and he hopes 
to finish it some day. He turns out four 
articles each year for the Encyclopaedia 
Britannica ... on lacrosse, auto racing, air 
racing and cycling. “But I’m no athlete,” 
he says, “I don’t do any of them.” 


lhe / Cay ~ Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


GIVE THE PROSPECT SOMETHING TANGIBLE 
TO ASK FOR IF YOU WANT MORE INQUIRIES 


With all mail-order advertisers facing 
increased costs for paper, printing, en- 
gravings, and advertising space, it costs 
more to get an inquiry and it costs more 
to answer an inquiry. What can be done 
to get more inquiries per dollar spent in 
advertising? 

First, you should make a careful study 
of your advertising copy to make sure 
that your offer stimulates the prospect to 
write for further facts. To say: ‘Write 
for details and prices” leaves the pros- 
pect eold. He wants a promise of what 
your merchandise or service will do for 
him. 

Compare “Write for details and prices” 
with, “For a brighter future in the busi- 
ness world—more money and a better 
job—send the coupon today.” This final 
action paragraph paints a picture of 
what the prospect can anticipate. It 
stimulates his desire for a better job. 

After you have stimulated a desire, 
then give the prospect something tangi- 
ble to ask for. Make him feel you are 
sending him something valuable—a real 
helping hand to the fulfillment of his 
desires. 

An effective way to satisfy the pros- 
pect’s desire is to offer him a booklet 
that explains your proposition in detail. 
But give the booklet a title which, in 


addition to explaining your proposition, 
offers information of vital interest to the 
prospect. For example, here are titles of 
several booklets that have cut inquiry 
costs: 


“How to Be a Success in Radio” 
“Opportunities in Commercial Bak- 
ing” 

“Art for Pleasure and Profit” 


“Your Opportunity in a Wholesale 
Business of your Own” 


If you don’t have a booklet, put some 
glamor into the description of your fold- 
er or literature. Here are a few ideas: 


“Write for free, lavishly illustrated 
circular describing how Bandsan- 
der—the machine that amazed the 
experts—saves time, money, trou- 
ble.” 


“Send for Free Plan. Shows how to 
start this steady cash business. No 
experience needed. No eye strain. 
No canvassing.” 

“My free literature describes a ‘gold- 
mine’ of hard-to-find hardware 
items. Whatever wood craftsmen 
need—I have it.” 


Try this technique if you want to cut 


your inquiry costs. It has worked for 
others. It will work for you! 
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(Continued from Page 1) 
both groups. 

4. Retailer cooperation by both 
to sell consumers more Rexall. 

Already Mr. ‘Dart serves, and 
to a large degree controls, about 
one-fifth of the nation’s drug 
stores, which in turn serve about 
one-fourth of the nation’s drug 
store customers. 

The Rexallites are independent 
merchants who have exclusive 
franchises to sell Rexall products 
in their communities, provided 
they do a lot of things to see that 
their customers buy Rexall prod- 
ucts. 


How Business Developed 


Tying in with all this new em- 
phasis on Rexall is a gradual 
change, over two years, in the 
name of the United Drug Com- 
pany (which the late Louis K. 
Liggett launched in 1903) to the 
present Rexall Drug, Inc. 

Mr. Liggett had large plans too. 

With the backing of 40 drug- 
gists, who put $4,000 each into the 
initial Rexali venture, he started 
making candy for them in the 
basement and top floor of a five- 
floor building in Boston. The 
three floors between were devoted 
to drugs and executive offices. 

United Drug’s sales rose from 
$67,000 in 1903 to $33,000,000 in 
1916. By 1921 they had climbed 
to $110,000,000—through 10,000 
Rexallites in this country and 
Canada, a Liggett chain of 283 
stores, and through control of the 
750 Boots drug stores of England. 


Merger Falls Apart 


The only rival to such growth 
in drugdom was Sterling Products 
(now Sterling Drug, Inc.). By 
1927 each was earning more than 
$6,000,000 annually. The next 
year they merged as Drug, Inc., 
acquiring also Vick Chemical, 
Bristol-Myers and Life Savers. 

But in 1929 the stores’ contribu- 
tion to total earnings was only 
20%. When the crash came, the 
manufacturing units could reduce 
expenses with reduced sales. 
United’s Louis K. Liggett Com- 
pany, however, paralyzed by long- 
term rental commitments, went 
bankrupt. 

Sterling, Vick, B-M and Life 
Savers went their separate ways. 

United sold its British store in- 


terests, dissolved certain sub- 
Sidiaries, and held the bag on 
Liggett’s leases. 


Slow Going 


The drug chain did not get back 
into the black until 1944. United 
as a whole expanded sales slowly, 
from nearly $83,000,000 in 1935 
to $102,000,000 in 1941. Profits 
ranged up and down between 
$518,000 in 1938 to $2,527,000 in 
1941. Even then, in 1941, the 
rival Walgreen Company was 
earning $500,000 more on half of 
United’s assets. 

In 1941, also, Justin Dart was 
looking for a job. 

Fresh from: a_ football hero 
career at Northwestern, handsome, 
husky, dynamic Dart had joined 
the late Charles S. Walgreen in 
1929; had married Walgreen’s 
daughter Ruth, and had risen to 
general manager. They had been 
divorced before the elder Wal- 
green’s death in 1939. 

A New, Bigger Job 

Dart’s progress with Walgreen 
had been based on more than 
nepotism. The young man had 
energy, enthusiasm and ideas. He 
knew how to organize and depu- 
tize. In one year he had risen 
from a $25-a-week stock clerk to 
supervisor of 375 stores. 

Mr. Walgreen thought so much 


Dart of Rexall Sets Out 
to Dominate All Drugdom 


of Dart that when he died he 
made his ex-son-in-law a princi- 
pal beneficiary. The others were 
Ruth and Charles S. Walgreen Jr. 

But the situation was difficult. 
After two years Dart quit. 

Edward J. Noble of Life Savers 
(now chairman of American 
Broadcasting Company) urged 
Dart as head of Liggett. He and 
his associates bought more United 
Drug and applied pressure. In 
May 1942, 34-year-old Justin Dart 
became vice-president of United 
Drug, and soon he was replacing 
the elderly Joseph A. Galvin as 
president. Mr. Galvin became 
board chairman. 


Collects Young Men 


There are three Angelenos on 
the board now, including Galvin 
and Dart, but nearly all the other 


10 are still elderly New Yorkers |, 


and Bostonians. The active heads 
of the company, however, are 
young adopted Westerners, and 
some of them also ex-Walgreen- 
ites, such as Gordon Stanley Cul- 
ver. Stan Culver, 37, flew in the 
Army Air Forces. Dart and his 
present wife, the former Jane 
Bryan, are enthusiastic spare-time 
flyers now. 

Dart continues to keep some- 
what of a birds-eye view of his 
$75,000-a-year job. He doesn’t 
let the problems or incongruities 
of it get him down. Sales rose 
to $158,000,000 in 1945 and to 
nearly $179,000,000 in 1946. De- 
spite the $1,500,000 cost of moving 
the headquarters and the staff 
(partly by converted bomber) 
across the continent, profits trans- 
ferred to earned surplus in these 
years were respectively $1,971,000 
and $4,048,000. 


Chains, Others in Same Stable 


Meanwhile, Rexall’s offices are 
still spread pretty much over the 
470 square miles of Los Angeles. 
Tom Lane, advertising and sales 
promotion manager, is in a some- 
what barnlike structure at 819 
N. La Brea Ave., a few blocks 
from the new “Rexall Square.” 

The girls at Mr. Dart’s office 
call him superman. He may have 
to be. 

He must deal with strange bed- 
fellows. His own chain opera- 
tions continue to expand, and if 
there’s anything the independent | 


} 
| 


| 


| 


NO CEILING — Justin Dart, youthful 
head of Rexall, reads a large book 
which he might have written himself. 


| Rexallites have reason to hate and chain-store functions. 


fear it’s the chains. But over the 
last 10 years about two-thirds of | 
the company’s volume has come} 
from its own stores while about | 
two-thirds of the profits has come | 
from selling the Rexallites. | 

For reasons not only of “policy” | 
but sound common sense, there-| 
fore, he is wooing the Rexallites | 
and helping to make them better 
merchants. 

On Equal Footing 

Before a Rexallite convention in 
Seattle a few months ago he said 
he intended “to unite United Drug 
under the Rexall banner, so that 
every Rexall druggist is in a' 


what your doctor 
wants you to know 


about penicillin 


\ the wer-born mirecte drug 


of so mapy and varied uses 


oruGcs 
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REXALL TRADES UP—Further to emphasize the name Rexall as a quality 
brand of drug products, Rexall Drug Co., Los Angeles, will start a new series 
of page ads in Life and The Saturday Evening Post in August, through N. W. 

Ayer & Son, on its “ethical drug products. ° 


| department?” 


position to share practically all of 
the advantages enjoyed by the 
company’s own chains... To that 
end we have made the Rexall 
Company, literally and function- 
ally, one company.” 

After reference to earlier chaos 
and conflict, he added: 

“We now have one buying de- 
partment; one selling department; 
one display department, and one 
construction department, to the 
end that the very same... fix- 
tures, the very same everything 
that goes into a Liggett, Owl or 
Sontag store goes into each and 
every Rexall store in the coun- 
try.” 


Serve As Laboratories 


In a memo to all major Rexall 
executives on May 21, Mr. Dart 
said: 

“T have instructed you that all 
selling terms and selling condi- 
tions to the retail stores which 
we own be compatible with 
(those) for like quantity to Rexall 
dealers. 

“Will you please see that this 
request is being complied with in 
spirit and in letter in any trans- 
actions which involve you or your 


In the company’s annual report 
for 1946, he noted that company- 
owned stores, in addition to sell- 
ing Rexall products to millions of 
people, “form a vast network of 
laboratories wherein are tested all 
the merchandising and _ service 
methods, store fixtures, and de- 
signs which the company passes 
on to the independent Rexallites.” 

This was a fresh viewpoint on 


Cuts Down on Brands 


An important link in the new | 
“laboratory network” will be an | 
orange-colored Owl drug store in| 
the new green headquarters build- | 
ing. It may be the largest drug | 
store in the world. And it’s quite 
handy to Justin Dart’s office, on 
the floor above. He may be ex- 
pected to do some personal ex-| 
periments there. 

Rexallites and their customers | 
have long been confused by the} 
profusion of brands offered them. 
To eliminate this confusion and | 


|known name 


their power behind the company’s 
own products—to the disadvantage 
of other nationally advertised 
brands—5,000 drug products are 
being repackaged under the Rex- 
all brand. This involves both the 
elimination of some of the com- 
pany’s brands and/or the addition 
of the Rexall name to them. 


Long-Range Advertising 


The Puretest brand, for ex- 
ample, gradually is being dropped. 
Meanwhile, these products have 
become Rexall Puretest aspirin or 
Rexall Puretest mineral oii. 
Klenzo toothpaste has become 
Rexall Klenzo toothpaste. Mi31 
antiseptic is now simply Rexall 31. 

To support the repackaging and 
a vigorous new Rexallite store 
identification and improvement 
program, Rexall last year started 
a consistent long-range national 
advertising program. “It is,” Mr. 
Dart said, “the slow kind of ad- 
vertising . . . the old drip, drip 
method,” not only to put the 
Rexall name over but to put it 
over in terms of quality. 

He calls it “upgrading.” The 
Rexall line has been a price foot- 
ball. It is now fair traded. 

The national advertising pro- 
gram began in early 1945, paving 
the way for other phases of the 
program. But before that came 
opinion research. Dart wanted to 
know what people thought about 
the Rexall name, and what should 
be done to get them to think 
better of it. 


Checks Public Opinion 


Claude Robinson’s Opinion Re- 
search Corporation interviewed 
4,626 men and women throughout 
the country in June 1944. The 
findings were put into book form, 
“The Public Appraises Rexall,” on 
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antiseptics; below Alka-Seltzer, 
Sal Hepatica, BiSoDol 
antacids; below Bayer, St. Joseph 
and Squibb in aspirin; below 
Squibb, One-a-Day and Vitamins 
Plus in vitamins; below Phillips 
and Squibb in milk of magnesia. . . 


Confused Over Ownership 


Although sold on price, the re. 
port said that “even Rexall cus. 
tomers are not much more aware 
of the price advantage of Rexa]] 
products than is the public at 
large.” 

There was confusion also as to 
the ownership of a Rexall store. 
More people (43%) regarded it 
as “a chain store owned by a 
national company” than as a store 
“owned by a local man” (30%), 
Twenty-seven per cent said they 
didn’t know. 

But two and one-half times as 
many people said they preferred 
to buy from a locally owned store, 
The report suggested that a na- 
tional advertising program be 
undertaken to emphasize both 
Rexall quality and the fact that 
“Rexall stores are locally owned 
but with chain buying power,” 
enabling them to sell at lower 
prices. 


Like to Choose Brands 


Those interviewed Were found 
predominantly to like the long- 
established Rexall sales device of 
the one-cent sale. Nearly all of 
them thought it a “valid and hon- 
est promotion,” and not merely 
an attempt to get rid of stubborn 
merchandise. 

Many of them preferred to 
choose their own brands. “For 
every four customers who say 
they like to have a druggist rec- 
ommend a brand,” the report 
noted, “three say they dislike the 
practice.” 

Twenty-four per cent of those 
interviewed in this cross-section 
study reported that they did most 
of their drug buying at a Rexall 
store—the proportion being high- 
est (35%) among people living on 
farms and in towns of less than 
2,500. Sixty-eight per cent had 
made some purchases at Rexall 
stores. Three-fifths (62%) of all 
surveyed had bought at the same 
store for five years or more, but 
71% of all Rexall store, customers 
had bought at the same store for 
a like period. 


History of Advertising 


Relatively few, however, could 
identify a drug store by its color. 
Only 4% connected blue with 
Liggett, 10% blue with Rexall, 
and 14% green with Walgreen. 
In the Far West, however, where 
Owl is strong, 46% mentioned its 
orange (or yellow). 

The old United Drug Company 
had advertised—but sporadically 
—since 1910, starting with a page 
on Liggett’s chocolates in The 
Saturday Evening Post. (It had 
3,000 Rexall outlets then.) 

The current campaign, which 
started with sponsorship of the 
Jimmy Durante-Garry Moore 
show on CBS in April 1945, Tom 
Lane said, will be larger and more 
consistent. (Despite enticing of- 
fers from others, Jimmy Durant 
will be back on NBC in the fall 
for Rexall, because “he likes thé 
company.” Meanwhile, networks 
radio advertising proceeds w!" 
a summer replacement.) 

In February 1946 the compan) 
began a series of color pages » 
The Saturday Evening Post, an 


Oct. 3, 1944. 

Rexall, mentioned by 51%, was 
found to be the _ second-best- 
in drugs — after 
Squibb, 66%, and ahead of Mc- 


|Kesson & Robbins, 41%. 


Rexall quality was considered 
“about equal to other brands,” 
but only 5% said it was better. 
Even regular Rexall store cus- 
tomers did not consider it better. 


On brands of specific products, 


then, in August 1946, a cold! 
| series in Life. In addition, Rex 
| has scheduled “the largest list % 
professional magazines of 4”! 
| drug manufacturer.” 


A $2,000,000 Program 


The network radio campaig™ 
\time and talent, costs $1,500,00 


| the publication campaign a0 
| $500,000—both through N. 
| Ayer & Son. 


to help all Rexall stores, chain and | however, Rexall ranked far below | This program, on typical famill 
independent alike, to put more of Listerine and Pepsodent among | health problems, has emphasize 
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as to FRESH BLOOD—G,. S. Culver, an- 
store. other youngster, is vice-president in 
ed it charge of marketing for Rexall. 
by a 
store that “more than 10,000 selected 
10%), | independent Rexall druggists are 
they in business for your health,” and 
“ B has played up the blue-and-gold 
es as @ Rexall sign and the slogan “Rexall 
erred § for Reliability.” Although de- 
store, § voted to the work of the Rexall 
a na- Laboratories, six products — ant- 
no be acid, antiseptic, aspirin, milk of 
both @ magnesia, toothpaste and vitamins 
| that | —have received special mention. 
ywned Starting in August issues, the 
wer,” campaign will upgrade a few de- 
lower § grees more. The first insertion, 
on penicillin, will stress the com- 
pany as a maker of a “complete 
; line of superior drug and pharma- 
found § ceutical products.” It will men- 
long- § tion the current centennial of 
‘ice of § American Medical Association, 
all of# and will urge: “Remember, the 
i hon-@ doctor is the most important 
nerely @ guardian of your health.” 
_— Other Units’ Advertising 
ed to The Rexallites spend about $2,- 
“For | 000,000 in newspapers, spot radio 
0 say and other media on their own, 
st rec-f and Rexall’s own stores about 
report $2,000,000. Thus Rexall’s over-all 
ke thef™ 1947 total of about $6,000,000, Mr. 
Lane said, will be twice as large 
> thosef| aS it was three years ago. 
section Batten, Barton, Durstine & Os- 
d most born counsels on retail advertis- 
Rexall ing. 
: high- Rexallites pay $5 a month for 
ying onf# 2 monthly sales promotion serv- 
3s than ice, which is planned a half-year 
nt had— ahead and reaches them two or 
Rexall three weeks before use-time. This 
of allf service is not new but, executives 
e samef™ Pointed out, “it’s better geared 
re, but now.” The July service promotes 
stomersi™ Vacation values,’ with window 
‘ore for and interior displays for sun care 
and first aid products, and milk 
™ of magnesia. 
- could Wants Superstores 
's color. Offered free are monthly news- 
e with@ Paper mat and transcribed spot 
Rexall™ tadio services. The newspaper 
algreen.™@ Mats are now requested and used 
, where by 2,200 and the transcriptions 
oned itsff by more than 1,000 Rexallites. 
Justin Dart isn’t content merely 
ompany™ With enabling his Rexallites to 
adically™ Compete. He wants to develop 
.a page them into Supermerchants with 
in The Superstores. He tells them: 


(It had 
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can get most any space in town. 
You know your people. You know 
your doctors. . . If you put to- 
gether the merchandise advan- 
tages which we offer you, you 
can whip any chain that comes 


along.” 


Sign Rigid Agreement 


There. are now about 8,500 
Rexallites in this country and 
1,000 in Canada. Four hundred 


were added, 300 dropped in 1946, 
for a net increase of 100. The 


company is trying to weed out 
the weak sisters, strengthen the 
survivors, attract vigorous new- 
comers. 
But it doesn’t have complete 
say on this. State Rexall Clubs 
suggest dropping those who don’t 
fit or won’t play. The clubs also 
counsel on applicants. 

Under a new agreement (not 


must erect an exterior wall sign 
consisting of his own name with 
“Rexall Drugs”; a standard ex- 
terior electrical Rexall sign, an 
official interior sign, plus “such 


compulsory before) the retailer | 


37 
other signs as may from time to! dise in his possession. | the company’s representative spots 
time be prescribed by Rexall.” | On termination, the retailer will | the gleam in the prospect’s eye 

He must “carry a representa-/| stop “Rexall” advertising, within | 
tive stock of Rexall merchandise” | six months. 
and “always” bring it “to the at-| But Mr. Dart’s promotion men 
soar far beyond such legalistic 
terms, 


A Step-by-Step Process 


All that a prospective Rexallite 
needs, AA was told, is “a desire! 
to go into business.” In effect, | 


SURE! JOHNSTONE 
AND CUSHING, 
155 EAST 44M ST 
NEW YORK IZ NY 


[You say THEYRE 
SPECIALISTS IN 
ADVERTISING GAG 
CARTOONS ? 


tention of the public”; must de- 
vote roughly half of his window 
space and at least one-third of 
interior space to this merchan- 
dise, and maintain “solid sections” 
of it. 


Nurse Retailers Along 


He also agrees to “‘use to the full- 
est extent possible all advertising, | | 
selling and other promotional ma- | 
terial furnished or sponsored” by | | 
Rexall, and to “share—propor- | jj) 
tionately with other Rexall deal- | (Mil 
ers—in the expense of any major 
advertising program” which Rex- | 
all sponsors. 

The agreement may be ended | 
by the retailer on 30 days’ notice | 
and by Rexall “whenever the re- | ji) 
tailer shall fail to comply with! ji 
the terms and conditions thereof” | ji} 
—Rexall having the right to re-| ji 


THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
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‘tailer, all or any of its merchan- | 


WHITEHALL 5957_— 


drives an 8-wheel job 


“We want you, instead of the 
chain, moving into the best loca-| , 


_ which tion in town... Look at the ad- 
of the™ vantages you have over the chains. 

y Moore You know your landlords; you 

45, Tong — 

nd more 
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The Golden Crescent Farmer has eight 
wheels or more on the ground at all times. 
Tractor, Trailers, Farm Machines and 
even the “Pleasure” car must be ready to 
roll in all weather over all kinds of terrain. 


The substantial farmers of the Golde 
Crescent are big volume customers for 
tires, spark plugs, gasolines, motor oils 
and the hundreds of other items the city 
dweller buys in small quantities. Natu- 
rally, it takes special advertising in maga- 
zines the farmer reads and believes, to 
sell the specific advantages of any prod- 
uct for his specialized uses. 


Luckily, it takes very little money to thor- 
oughly cover two-thirds of the substan- 


tial farmers in the three Golden Crescent 


c* 


states. A campaign in Michigan Farmer, 
The Ohio Farmer and Pennsylvania 
Farmer does the most complete and 
economical job. 


May we help you find specific applica- 
tions of your product for farm use—help 
you build immediate sales plus a real 
backlog of sound consumer preference 
for the future? 


Write for your copy of Study Number One 


The Continuing Study of Farm  -—_— 
Publications rai 


THE OHIO FARMER 


pee —s 
THE OHIO Fang 


Capper-Harman-Slocum, Inc. Ot serra = 
. = NSC emery 
1013 Rockwell, Cleveland 14, Ohio A a cate 
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and carries on for him from there.; shows him through “Opportuni- | other Rexallites its own ice cream, 


Actually, however, he 


BuildingSupplyNews 


in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 


first | ties Unlimited.” 


This is a blue-and-gold, hard- 
cover, 


complete with spoons and glasses. 
Mr. Jones and other Rexallites 


profusely-illustrated and | are told “how to dominate.” They 


diagrammed book which takes| have the benefit of massed “re- 
| Prospect John Jones out of nothing | sources, experience and purchas- 


REXALL Drugs” (“make Rexall 
your middle name’) in blue-and- 
gold on a Superstore at the cross- 
roads of the community. It helps 
him on financing, real _ estate, 
equipment, personnel problems. 


Supplies Paint Also 


Rexall even supplies the paint 
for his signs. Already it can offer 
him 12,000 items, many of them 
made in its own factories. And 
soon Rexall will offer him and 


Your advertising to a 


most profitable field through 


the most profitable medium 
will produce the best results 


GEORGE T. HOPEWELL, 


anc 


EASTERN REPRESENTATIVE + 101 PARK VENUE, Ac yor« 


and nowhere and puts “Jones|ing power” of Rexall, Liggett, 
| Owl and Sontag, which places all 


these organizations “on a common 
footing.” 

The Superstore in fact would 
replace as many as nine present 
community stores—hardware, 
food, jewelry, cigar, confectionery, 
variety, stationery, department 
stores and restaurants. It would 
put them all under the Super- 
drugstore roof. For good meas- 
ure, it would add liquor (where 
legal), electrical appliances, sport- 
ing goods and books. Different 
designs include a post office sub- 


station and drive-in facilities. 

| Justin Dart believes there’s 
| hardly any limit to the variety of 
| human needs which drug stores— 
|properly planned and_  depart- 
| mentalized—can meet. Motor cars 
and bedroom suites are out, be- 
cause of their bulk, and certain 


i 


encrusted job with type styling galore... 


it is a full color, art 


) f 
l it is an earth-shaking 


handbill shouting a 120 point price slash... 


... regardless the g 


if | there is no typography 


assignment too proud... too humble... 


to receive the same careful attention, 


the same prompt service at... 


EAST 


onsen - Chicago 


ILLINOIS STREET 


SUPERIOR 1223 


| 


} 
- | 
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CONTINUING CAMPAIGN —This is 
the first insertion in a consistent Rex- 


all magazine campaign, which began 
in February, 1946. 


lines, such as garden supplies, he 
has found, the public will not 
buy there. 


Favors Departments 


He emphasizes departmentaliza- 
tion. This not only keeps related 
products together, but keeps them 
apart from other products which 
might slow sales. One of his early 
achievements at Walgreen was to 
separate soda fountains from laxa- 


a> < P 
i ~ 
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Kinsey Rebates 


the Dime Asked 
for ‘Fun Book’ 


LINFIELD, Pa. — Consumers who 
write in and enclose a dime for 
the “Kinsey Fun Book,” distrib- 
uted by Kinsey Distilling Corpora- 
tion, not only get a book of parlor 
tricks and popular recipes printed 
in full color, but they also get their 
dimes back! 

The booklet offer is made every 
other month as a one-line “rider” 
at the bottom of full-page Kinsey 
calendar ads, and the response has 
necessitated several reprintings. 

Last winter, Kinsey’s general 
sales manager, T. A. DuBois, sug- 
gested that dimes sent in for the 
booklet be turned over to the 
March of Dimes campaign. This 
was done and booklets sent out 
bore a sticker to that effect. 

Booklets are being sent out now 
with an envelope attached, con- 
taining the following printed mes- 
sage: 

“Ten Cents Enclosed. To dis- 
courage children and limit distri- 
bution of this booklet to those ac- 
tually interested in fine whisky 
recipes, we asked you to send us 
10 cents. Thank you. We are re- 
turning your money herewith.” 


tives and burp-cures. 
He is experimenting with self- 
service, but this work is hampered 
by the fact that many drug store 
ee ee aacevsr and aot oe | Feature attraction at the annua! 
Iso, many products, such as vita-| meeting of the Advertising Spe- 
mins and patent medicines, should | cjalty National Association in Chi- 
be bought on the advice of a|cago, Oct. 6-8, will be the Spe- 
clerk (or doctor) and should not! cialty Fair, yearly trade show of 
be used indiscriminately. the advertising specialty industry. 
The most important item which The fair, to be held at the Palmer 
he added to Rexall shelves last | House, will open with the associa- 


: tion meeting Oct. 6, and run 
year was hosiery. _He bought a through noon, Oct. 9. 
hosiery mill to do it. 


The Rexallites as a whole are 
still far from the Superstore stage. Starts New Feature 
Automotive News, Detroit, has 


Many of them are still Poppa-|. 
y PP inaugurated a dealer advertising 


and-Momma stores. But, as a department, in which it will re- 
group, they’re growing. They had print dealer service ads “which 


record sales in 1946. have done a real job in pulling in 
Checks Tooth Paste Preference | S€Tvice customers.” The new fea- 


; ture is designed to aid dealers 

If Jusfin Dart’s energy and en-| who lack professional help in pre- 
thusiasm prevail, they may soon| paring their newspaper copy. 
be Rexallizing the nation—to the} oe 
dismay of other stores and groups, 
and of a lot of national adver- 
tisers. 

BBDO (which incidentally also 
handles Squibb advertising) re- 
cently made a consumer test 
among 1,147 people in Los An- | 
geles, San Francisco, New York 


J. D. Tarcher & Co., New York, 
is Kinsey’s agency. 


Plans Specialty Fair 


Names Shaw Agency 


John W. Shaw, Inc., Chicago 
agency formed following the dis- 
solution of Shaw-LeVally, Inc., 
has been named to handle the ad- 
vertising for the entire line of the 
College Inn Food Products Com- 
pany. 


and Boston on unbranded tubes 


of Colgate, Pepsodent, Ipana and 
Rexall’s Briten tooth paste. The 
consumers ranked Briten “best 
for permanent use,” “best for 
cleaning qualities,” and “best for 
flavor”—followed in each case by 
the others in the above order. 

You may expect Rexall to say 
something promotionally about 
that soon. 

Probably Sept. 8 will mark only 
the start of fanfare from “Rexall | 
Square.” 


RETAIL SALES UP 
1% TIMES NATIONAL 
AVERAGE! 


Attention! Mr. Advertiser—Mr. 
Space Buyer: Here are compell- 
ing facts which you should 
consider when selecting your 
newspaper media in the South’s 
Number 1 State. 


Issues 100-Year Story 


The Western Saving Fund So- 
ciety of Philadelphia has pub- 
lished “A Savings Bank Ac- 
count,” the story of its first 100 
years. The 84-page book was 
written by Mary B. Reeves, ad- 
vertising manager of the society. 


® Retail Sales are up 172% over 
1940 in our trading area. 


© Retail Sales are up 141% over 
1940 in Forsyth County. 


© Retail Sales are up 142% over 
1940 in Winston-Salem; — Al- 
most $80,000,000 in 1946! 


U. S. average gain in Retail Sales 
over 1940 was only 123%. 


Opens L. A. Branch 


Monsen - Chicago, typographer, | 
will begin operation Aug. 1 of | 
| its new West Coast branch at 928 
S. Figueroa St., Los Angeles. | 
|The new plant, to be known as| 
|Monsen-Los Angeles, will be un- | 
| der the direction of Ray Lee. 
| 


All this adds up to one vital con 
clusion. 


Winston-Salem is a “must’’ market 
for advertisers with something to 
sell in North Carolina! 


J OURNAL and SENTINEL 


Sa Ss 
| Appoints Harrington Winston-Salem, North Carolina 
| Gallo Wines, Modesto, Cal., has 

| appointed Harrington, Whitney & 
Hurst, San Francisco, to direct its 
advertising. Radio, newspapers, 
posters and point-of-sale material 
| will be used. 


National Representative: 


KELLY-SMITH COMPANY 


Circulation of the Sunday Journal 
and Sentinel now exceeds 50,000 
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‘Ad Office’ with 
$400,000 Budget 


WASHINGTON—The Office of Gov- 
ernment Reports, which apparently 
was headed for rapid. extinction 
when the House appropriations 
committee completely eliminated 
its budget request of $600,000 (AA, 
June 16) has been given a new 
lease on life by action of the Sen- 
ate appropriations committee, 
which granted $400,000 for the 
agency’s operation on a “restricted 
basis.” 

In its original budget request, 
OGR had asked for $103,000 for 
the office of advertising liaison, 
contact point between the govern- 
ment and the Advertising Council. ; 
While no specific amount is given 
to the advertising liaison office by 
the Senate committee’s action, the 
committee recommended that 
enough funds be provided for con- 
tinuation of the “effective opera- 
tion” of. the advertising liaison 
and library sections of the office. 


Ad Council ‘Disturbed’ 


During course of the Senate 
hearings, a letter to OGR from T. 
S. Repplier, president of The Ad- 
vertising Council, was introduced 
into the record while the commit- 
tee was questioning Eleanor A. 
Herring, administrative officer of 
OGR, and it appeared to impress 
the committee greatly with the 
desirability of continuing the ad- 
vertising liaison office. Said Mr. 
Repplier: 

“The Advertising Council is con- 
siderably disturbed because of the 
action of the appropriations com- 
mittee ... which eliminates an 
advertising liaison office. 

“It is essential to the efficient 
handling of nonpartisan govern- 
ment information programs ac- 
cepted by the council, that there 
be maintained at a high level in 
government a central liaison office 
staffed by men who are familiar 
with advertising procedure.” Mr. 
Repplier then pointed out that dur- 
ing the past year business has 
proved its willingness to cooperate 
on important and legitimate proj- 
ects by contributing . $100,000,000 
worth of public-service advertis- 
ing. 


Expect OGR to Live 


“It has, in addition, supplied 
the $250,000 needed for this or- 
ganization’s basic budget,” he 
added. “It would be distressing 
if we had to report to the thou- 
sands of firms making these con- 
tributions that the government 
was unwilling to appropriate the 
comparatively small sum which 


enables it to use the extensive |- 


facilities we offer—particularly if 
the Congress intends to depend 
upon voluntary methods of recruit- 
ing for the Army, Navy, Naval 
Reserve; of selling U. S. saving 
bonds, ete.” 

After Miss Herring introduced 
this letter, there were no further 


“” 
4 
= 
Ss 


questions as to why the advertis- 
ing liaison office should be con- 
tinued. 

There appears to be little doubt 
that the House conferees will 
agree to continuation of OGR on 
the restricted basis set by the Sen- 
ate. 


Photo Service Opens 


American Photo Service, western 
representative of Ewing Galloway, 
New York, has opened offices at 
1434 N. Western Ave., Hollywood. 
Stock photos are available for 
house organs, promotional use and 
advertising. 


SRDS Sets Vacation 


Standard Rate & Data Service, 
Chicago, will suspend operations 
between July 25 and Aug. 11 for 
vacation. A _ skeleton staff will 
acknowledge mail and handle 
emergency calls. 


Warners and RCA 
to Study Video 


New YorK—The progress of 
television is expected to receive 
an added impetus from a contract 
recently signed by the RCA Vic- 
tor division of RCA and Warner 
Brothers Pictures, who have 
agreed to conduct a joint program 
of research on large-screen tele- 
vision. : 

The latest black-and-white 
large-image television equipment 
developed by RCA engineers in 
Camden, N. J., will be shipped 
immediately to Warner’s Burbank 
studio. 

Some of RCA’s most capable 
trained personnel will -assist in 
the experiments. Nathan Levin- 
son, head of the studio’s engineer- 
ing and technical research staff, 
will direct the program. 
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* There is no substitute for Circulation * 


eee RETAIL JEWELRY STORE IN AMERICA 


NJ reaches monthly EVERY 
Retail Jewelry store in 
America listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation a greater number 


than are reached by all other - 


jewelry publications com- 
bined! Total RETAILER-cir- 
culation exceeds 21,000 copies, 


CHARTER MEMBER 


Because jewelry stores ape 
cialize in small, pertehie 
“quality” articles exquisiaalyp 
designed for persaml of 
home use — durable antidies 
representing not only te 
ultimate in modern design 
but also the maximum ie 
gracious living, manefech= 
ers and importers of all suai 
articles should give heed te 
the prestige-advantageef dis- 
tributing thru jewelry stem, 


CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 
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A Clear Channel Station... 
Serving the Middle Wesr 


MBS 


G = 


Chicago 11 


Illinois 
50,000 Watts 


720 ° 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


YOU «ss agencies and advertisers alike ... should know what 
your particular time periods or programs are doing . 
thru the Nielsen Radio Index, is able to obtain this information for you. 


..and WGN, 


One sponsor, for example, recently learned that his two widely 
separated quarter-hour strips 6 days a week reach 57.2% of the total 
homes in the Chicago Nielsen area in four weeks... he knows, then, 
that he is actually reaching 2,395,000 different homes at least once 
(and most of them more often) each month. 


WGN is the ov/y Chicago station that can supply this information. 


West Coast Representatives: Keenan and Eickelberg 


235 Montgomery St., San Francisco 4 


411 W. Fifth St., Los Angeles 13 
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To a Copy Writer 
Who 
Wants to Grow 


You are 25 to 35 years of age. For 
at least three years you have been 
writing space copy and direct mail 
for industrial products. You like 
this work, and want to continue it, 
but now feel you are ready for an 
agency where your responsibilities 
and opportunities will be larger. 


You write easily and imaginatively, 
but with a strict regard for truth. 
You are highly creative but thor- 
oughly practical. You are sales and 
market minded. You are “quick on 
the pick-up''—able to enter into the 
thinking of others and to work with 
them toward a common objective. 


To such a man, we offer a place 
with a large, long-established and 
steadily growing Chicago advertis- 
ing agency specializing in durable 
goods and capital services. Here, 
your scope and progress will be 
limited only by your ability. Write 
us, giving details of your back- 
ground and experience, and enclos- 
ing photograph. State salary re- 


quirements. Our staff members know 
of this advertisement. 


Box 6764, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 


T iy 4 
per columa inch. Regu 


HELP WANTED 


| 
| 


of $9 


r card discounts on multiple insertions and space over 5 inches apply on display 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED—Calif. dairy 
estab. 15 years offers 
for man or woman. News writing, 
editing, layout & proofreading. 
Write, R. C. Corley, 1311 West 48th 
Street, Los Angeles. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


EXTRA INCOME 
Is there anyone in Chicago area in- 
terested in earning extra money by 
handling mail order advertising for 
out-of-town firm? Prefer woman 
now employed who can devote up to 
10 hrs. weekly to our layouts, copy, 
ete. For further information write 
outlining qualifications to 
Box 9040, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PRODUCTION MAN 
Opportunity to get ahead fast in 
the agency business—with small, 
well regarded Chicago agency. Re- 
quires taking full charge of pro- 
duction—helping out on copy and 
account contact if ambition takes 


publication 
opportunity 


that direction. Production experi- 
ence essential. State salary require- 
ments. 


Box 9041, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT ART DIRECTOR for 
Oklahoma City office of national 
agency. -A “door-opener” with 4A 
organization at $350 per month and 


an opportunity to double that in- 
come through free lance work. 
Write in confidence to: 
Box 9042, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Advertising Promotional 
Sales Executive Specializing 
in Display & Point-of-Sale 
ty Aids 


Progressive organization, located in Phila- 
delphia, Pa., specializing in display and 
point-of-sale aids for diversified chain 
store, dealer and distributor organizations 
on a national scale; is looking for a man 
fully experienced as a designer and, Sales 
Contact Executive for iaterior and window 
displays. The man we are seeking must 
be able to originate a program, design 
it and have top-notch sales ability to put 
it across, and be able to follow all de- 
tails to completion. This is an oppor- 
tunity of a life-time. Write resume of 
background, experience and personal data 
and send photo if available. Our staff 
knows of this ad. 


Box 6746, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


ADVERTISING MANAGER 


Well known food specialty company 
has need for experienced advertising 
manager. Will establish and direct 
the Department, handle agency adver- 
tising, help jobbers, etc. Must have 
background as advertising manager 
im small package consumer goods. 
Experience significant in diversified 
advertising such as agency work, 
radio, car cards, outdoor advertising, 
etc. Age, 30-40. Write experiences in 
detail. Held in confidence. 


Box 6765, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


Cincinnati-area 
Representation 


If you are seeking more intensive 
representation in the “big billing” 
areas of Cincinnati, Dayton, and 


other of these interrelated cities, here 
is a man whose experience and first- 
name contacts assure a top-perform- 
ance job as your representative. 
Newspaper, magazine, trade journal, 


sales promotion, or as resident ac- 
count executive for outside agency. 
Presently holding important advertis- 
ing position but considering new con 
nection. Address Box 6768, Advertis 
ing Age, 100 E. Ohio St., Chicago 


11, Illinois. 


ADVERTISING EXECUTIVE 
wishes to take over 
a recognized, reputable, medium size 
ADVERTISING AGENCY 
in New York 
or a Full Partnership in same. 
Letters with full particulars to 

Box 6763, ADVERTISING AGE 

100 East Ohio Street, Chicago 11, Ill. 


POSITIONS WANTED 


CONTACT-COPY-MANAGING 
15 years experience includes agency 
contact-copy-production, news writ- 
ing-editing, public relations, cata- 
logs, house organs, sales promotion, 
radio copy. Strong on creation and 
planning, Have resume, samples, 
references. Vet, 31, married, college 
grad. Seek responsible job. 
Box 9047, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


INDUSTRIAL EDITOR desires 
change. Can handle anything in in- 
dustrial publishing. Former newspa- 
per editor. All locations considered. 
Salary and opportunity important. 

Box 9046, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING’S MY CAREER 
Veteran, age 24, graduates from 
advertising department of top jour- 
nalism school in August. Have had 
newspaper experience. Want to do 
your layouts and copy. 

Box 9048, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
100% interest on this investment! 
Recent navy off., 21 yrs., 3 yrs. coll. 
Notre Dame, offers unlimited ambi- 
tion, initiative, enthusiasm, imag- 
ination in return for oppty. to enter 
adv. as jr. copywriter, edit. asst. or 

...? Chicago preferred. 
Box 9049, ADVERTISING AGE 
100 E, Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
PUBLISHERS REPRESENTATIVES 
WANTED 


National Aviation publication—only 
pictorial publication of its kind in- 
vites correspondence with publish- 
ers representatives in Chicago, New 
York, Cleveland, Dallas and the 
West Coast. 

Box 9043, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


20 years experience selling space 
for industrial and trade publica- 
tions. Equipped to do a bang-up 
job! Have own office, phone, etc., 


in Cleveland, Ohio. Desire perma- 
nent connection with one publica- 
tion. Interested midwest territory. 

Box $050, ADVERTISING AGE 
___100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS __ 


PUBLISHER WANTED 

to back one sport publication. No 
competition. Must have facilities 
for national circulation. Safe gamble 
for right party. 

Box 9044, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

ARE YOU LOOKING FOR A 

PUBLISHING PARTNER? 

Many years of successful selling 
and broad friendly acquaintance 
with leading advertising managers 


and agencies in Midwest. Will in- 
vest in profitable trade paper. 
Any correspondence will be held 


confidential. 
Box 9045, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


War Assets’ Ad 
Budget Approved 


actly as reported in AA, June 23. 


While considerably below the $9,- 
800,000 spent by WAA during the 
fiscal year 1947, 


Walter Winchell 
Gets Top Honors 
in Hooperating 


New YorK— Two summer re- 
placements made the first 15 and 
Walter Winchell is in first place 
on the most recent report issued 
by C. E. Hooper, Inc. 

Andrew Jergens Company’s 
commentator led the field with a 
rating of 12.1, a drop of 1.9 from 
two weeks ago when he was in 
fourth place. 

Vacation shows making the 
honor roll were Fred Waring—the 
summer substitute for Fibber Mc- 
Gee and Molly on S. C. Johnson & 
Son time—and the “Adventures 
of Philip Marlowe”—the Lever 
Bros.-Bob Hope spot. Both scored 
8. Runner-up positions were 
filled by “Crime Doctor” (Philip 
Morris & Co. over CBS)—10.7— 
and “Take It or Leave It” (Ever- 
sharp over CBS)—10.1. 

Others in the box score: 


Mr. District Attorney.......... 10.1 
Screen Guild Players........... 10.0 
a SAPS bree ee 8.4 
Can You Top This.............:. 8.3 


Dr. I 


DIPOW PORTOOM 266s cic satsceseses 8.0 
Truth or Consequences........ 7.9 
Bob. Hawk Show............0.. aa 
Ree eee oe eee 7.8 
Inner Sanctum Mysteries...... ta 


A solid line-up of soap operas 
was the listeners’ daytime choice 
for the week of July 1-7, accord- 


ing to the report. 

“Young Doctor Malone’”—Proc- 
ter & Gamble CBS serial—pushed 
“Our Gal, Sunday” (5.1) out of 
first place. The latter, also a CBS 
show, is sponsored by Whitehall 
Pharmacal Company. 

Daytime leaders also include: 


the new ap-| 


Romance of Helen Trent....... 5.1 
Sy DF ais 6.4%: tuncn's dea 0s «ee eee 4.9 
OS Pere re eee 4.9 
Young Widder Brown.......... 4.9 
When a Girl Marries........... 4.8 
ORG MOOR EMTS. 6c ccssvwedece 4.7 
| Bee eee rer aes 4.6 
ee ae ee asian 4.6 
Pepper Young’s Family........ 4.6 

Over-all evening = sets-in-use 


was down to 17.3. Figure for 
June 30th was 22.1; for a year 


propriation will still put WAA| 8°, 18.4. Daytime sets-in-use was 


at $6,250,000 


WASHINGTON — The Senate ap- 
propriations committee completed 
action on the War Assets Admin- 
istration’s 1948 budget, by upping 
the House version by $25,000,000, 
for a grand total of $282,149,270 
for General Littlejohn’s agency 
during the coming fiscal year. 

The WAA advertising and in- 
formation budget, fixed by the 
| House at $6,250,000, remained un- 
changed. It is apportioned at $4,- 
711,890 for newspapers, $1,473,- 
310 for business papers and maga- 
zines, and $64,800 for radio—ex- 


SCRIPT 
WRITER 


For Commercial Movies and 
Slide-Films. Location, Mid- 
west. Permanent position, but 
free lance would be consid- 
ered. State experience, salary 
desired, education. Do not 
send samples. Box 6769, 


ADVERTISING AGE, 330 W. 
42nd St., New York 18, N. Y. 


ATTN.—@® MFGR. ELECTRICAL/INDUSTRIAL 
PRODUCTS . TECHNICAL PUBLISHER 
o GRAPHIC ARTS 
I wish to associate with progressive firm offering 
permanent future with opports ultimately, in 
some execut capacity t <i in sales pro- 
} motior lustrial/ public ions sales-engr 
Personal: 32. married, capable, practical, In NYC 
Education: 5-yr industry co-op eng college 
BS—Comm. & Engrng. 3-yrs. elec. engr., 2-yrs. 
: ad. Indust n exp radio mfgr., elec 
lity ele mfgr tech publshr Eve sch 
NY): 2-yrs. bldg. materials, architectural desig 
Experience: Present-—-Sls. Prom. Mgr. for color 
msulting engrng firw NYC (Desires ler. op 
nit for use education, aptituce experi 
r s witl rg tech. trade paper pub 

pr arke produ reader research 
«* a is Extensive publi " 
Ww 2-yt ith larg mfgr. bldg ntls., 
eu exp acdivt lealer ervice, exhibits 
use-paper, color photog l-yr. with large elec 


ity Statistical researc 
Box 6771, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


among the top 15 advertisers for | 14-4 aS compared with 15.7 for the 
the four media specified, during last report and 14.1 for a year ago. 


the coming year. 

Questioned by the Senate com- 
mittee as to whether speedier dis- 
posal of surplus goods might per- 
mit a reduction in advertising ex- 
penditures, Gen. Littlejohn said 
that an increased speed of dis- 
posal would require a “greater 
and more intensified advertising 
program.” 

Since WAA’s advertising budget 
is not one of the items in con- 
troversy between the House and 


unlikely that any change will be 
made when the conferees meet to 
iron out differences. 


Bullard Promotes Two 


E. Payson Blanchard, sales 
manager of Bullard Company, 
| machine tool maker, Bridgeport, 
| Conn., has been appointed direc- 
| tor of sales, in charge of general 
| administrative sales policies. Frank 
| U. Hayes, assistant sales manager 
|for the past five years, succeeds 
him as sales manager, responsible 
| for executive sales functions. 


Manson-Gold Adds 3 
Manson - Gold Advertising 

| Agency, Minneapolis, has been 

| appointed to handle the advertis- 


| 
} 
| 
} 


ing of Martin Brothers Mfg. Com-| 


pany, maker of Klad-e-zee chil- 
dren’s wear: Comet Scooter Mfg. 
Company, motor scooters, and 
Phil G. Ruvelson Company, St. 
Paul, manufacturing jeweler. 


Heads White Division 

J. D. Courtright, former man- 
ager of the Kansas City branch 
of Waite Motor Company, Cleve- 
land, has been appointed head of 
a new department, the sales serv- 
ice division, which will function 
under general sales, with head- 
‘quarters in Cleveland. 


Senate committees, it is extremely | 


Murphy and Cogan 


Resign from GMA 


New York—John Murphy has 
resigned as public relations di- 
rector and Frank J. Cogan as as- 
sistant to the president of Grocery 
|Manufacturers of America, Paul 
| Willis, president, told AA. 

Mr. Murphy has not announced 
his plans. Mr. Cogan has become 
marketing editor of Business 
Week. 

Mr. Murphy’s duties will be 
divided, with Flanley & Wood- 
ward handling women’s publicity; 
Dave Thompson, agricultural re- 
lations, and Hazen Morse JMJr., 
general newspaper and trade re- 
lations. Daniel F. Kilfoyle of the 
GMA staff succeeds Mr. Cogan. 

Mr. Willis pointed out that the 
GMA will give increasing empha- 
sis to research under Robert 
Bingham, who joined the organi- 
zation about four months ago 
after serving as an _ economist 
with the OPA food division. 


ATF Shifts Production 


American Typefounders, Inc., 
has announced that its four-unit, 
16-page newspaper offset presses 
are now being produced by the 
| newly formed Elizabeth Webb 
|Press division, Elizabeth, N. J. 
The presses were formerly manu- 
| factured by the ATF-Webendorfer 
Offset Press division, Mt. Vernon, 
N. Y. 


Appoints Eyton 
Thermo-Rite Products Ltd., To- 
ronto, Canadian distributor for 


Chrysler Air-Temp products, has | 


named G. T. Eyton director of 
merchandising. 


| 
| 
| 
: 


lel i eT 


Advertising Agency Offers 
Once-In-A-Lifetime 
Opportunity 


For Experienced Advertising Man 


‘THIS is addressed to some ad- 
vertising manager, assistant 
account executive or copywriter. 
You are about 85 years of age, 
ready for more important re- 
sponsibilities and larger oppor- 
tunities in account management 
and business development. 


assist in servicing present ac- 
counts and be given ample op- 
portunity to share in the ac- 
quisition of new business. 


Ours is a “ten-man” agency, 
well-established, adequately rec- 
ognized, 

years in 
accounts. Serves clients on 
committee basis. Recognized 
for sound planning and effective 
copy. Located in attractive, 
a city of moderate 
ze. 


amply financed. 25 


business. National 


Please describe qualifications, 
employment and earning his 
tory, fully, in first letter. En- 
close picture. Your letter will 
be treated as cenfidential. 


Box 6758, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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| 
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| 
! 
| 
| 
| 
| 
| 
Aft traini ill 
er proper training, you W } 
| 
| 
| 
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| 
| 
| 
| 
( 
| 
| 
| 
| 
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WANTED—both 


an Advertising Manager 
and 


National Advertising 
Manager 


for a Pacific Coast Newspaper 
in city over 75,000. Unlimited 
opportunity. State qualifica- 
tions and background of expe- 
rience. Also references. 


Write Box 6772, Advertising 
Age, 100 E. Ohio St., Chicago 
11, Illinois. 


. TOP 
ADVERTISING 
PUBLIC RELATIONS 
EXECUTIVE 


With a tested, proven, successful for- 
mula to sell your goods, services or 
ideas. Offers a broad background of 
sound, practical experience and a first 
hand working knowledge—as a client, 
media and account executive—of the 
most efficient, economical methods of 
utilizing all available tools and tech- 
niques to bring you quick, profitable 
returns. Available September first. 


Write Box 6767, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


— - —- — 


EXPERIENCED 
COPYWRITER 
WANTED 


A large midwestern concern has an 
exceptional opening for an experi- 
enced copywriter to edit a dealer 
magazine on sales and merchandising. 
30-49 years of age. Experience in 
writing and editing sales publication 
desirable. College education helpful. 
Salary open. Write, giving full details. 


Box 6773, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


LOOKING FOR AN ASSET? 


Here is dynamic young man, seeking improve- 
ment. Mail order, hard lines, copy, promo- 
tional and supervisory experience with large 
firm. Ex-Naval Communications Officer. Whar- 
ton Graduate, with marketing major. Excel- 
lent general business background. . 
Desires opportunity in Chicago Area wit! 
agency or advertiser where initiative, capa- 
bility and creativity count. Can sell self 
through letter er personal interview. 
Box 6766, ADVERTISING 


AGE — 
108 E. Ohio Street, Chicago 11, Illinois 
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BACKS GAS INDUSTRY—In an expanded outdoor campaign in the Midwest, 
Shell Oil Co., New York, is using over 4,000 24-sheet posters in a schedule 


extendin 


through November to highlight the many uses of gas in the modern 


home. The Shellane cylinder is the only identification with liquefied petroleum 
gas. 


All Media Support 
Farm Safety Week 


New YorK— More than 3,000 
newspaper mats have been or- 
dered to date in support of Na- 
tional Farm Safety Week, July 
20-26, the Advertising Council re- 
ports. 

The week was. first celebrated 
three years ago, when statistics 
revealed more fatal accidents oc- 
cur in agriculture than in any other 
occupation. It is sponsored by the 
National Safety Council and the 
U. S. Department of Agriculture 
and supported by the National 
Grange, American Farm Bureau 
Federation and other organiza- 
tions interested in agriculture and 
farm life. 

Advertisements,. prepared by 
Young & Rubicam, Chicago, em- 
phasize the need for the farm 
family to analyze hazards on its 
land, around its home and work- 
ing areas, for protection from ac- 
cidents and loss of property. 

Other media cooperating in pro- 
moting the week will be radio and 
magazines, with window posters 
being displayed throughout the 
country. Wesley I. Nunn, adver- 
tising manager, Standard Oil 
Company (Indiana), is campaign 
coordinator, assisted by Allan M. 
Wilson and Helen Crabtree of the 
council staff. 


‘World Oil’ Changes 


World Oil, formerly The Oil 
Weekly, will be published monthly, 
effective with the October issue. 
Editorial material will be pre- 
sented in six sections, each de- 
voted to a particular phase of the 
industry. Each section will have 
a separate cover similar in ap- 
pearance to the front cover. Ad- 
vertising positions will be avail- 
able in each section. 


McKasson Named V.P. 


O. D. McKasson Jr., who joined 
Son De Regger Advertising 
Agency, Des Moines, last year, has 
purchased an interest in the 
agency and has been elected vice- 
president. He will continue as 
account executive. 


obese 
| ae 4 


Including 
25 FURNITURE FACTORIES 


(home of Art Metal Deck and Filing 
oe Automatic Voting Machines, 
ete., ¥ 


° JAMESTOWN 
Post-Journal 


ONLY Daily Newspaper 


JAMESTOWN, N. Y. 


An Isolated market In 
Southwestern New York State, 


Pabco Centers Ad Work 


Paraffine Companies, Inc., San 
Francisco, has coordinated all ad- 
vertising activities with three new 
appointments. W. L. Lowe, ad- 
vertising manager of the Pabco 
floor covering division, has been 
named general advertising man- 
ager; A. W. Cherry has been 
named assistant advertising man- 


ager, handling Pabco building ma- 


terials and specialty products, and\ 
E. V. Gear has been appointed as- 
sistant advertising manager in 
charge of Pabco floor covering ad- 
vertising. 


Directs Textile Group 


Fred W. Strauss has taken an 
indefinite leave of absence from 
Hugo Scheibner, Inc., Los Angeles, 
where he is executive vice-presi- 
dent, to become executive director 
of the Textile Association of Los 
Angeles. He will direct the as- 
sociation’s office and its various 
activities, including its year book 
and directory. 


Ensign Joins Cowan 

William H. Ensign, formerly an 
account executive with Columbia 
Broadcasting System, has joined 
the network sales staff of Louis 
G. Cowan, Inc., New York, radio 
program producer. 


Lannan Leaves Agency 


George S. Lannan has resigned 
as vice-president and account ex- 
ecutive of Holder Morrow Collier, 
Inc., Chicago agency. 


Hoagland Promoted 


Street & Smith Publications, 
New York, has promoted George 
W. Hoagland from director of re- 
search to director of promotion 
and research. 


Brake Shoe Names F&S&R 


Fuller & Smith & Ross, New 
York, has been appointed to 
handle the headquarters campaign 
of American Brake Shoe Com- 


| 
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pany, New York. Advertising in 
news and business magazines will 
begin next month. 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 
selves many 


getters which triple. 
letters or ci 


These are attention- 
pulling iad of 

Send for circular and e ist ‘illustrat. 

ing many of them. : aaa 


- CN 
Room 726, II1 W. Jackson Blyd., Chicago 4 


540 N. MICHIGAN AVE. 
185 N WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E—. DELAWARE ST. 


CHICAGO 


PHONE WHitehall 5355 


-€%t 


Worried about soaring sales costs? Many ad- 
vertisers are. But lots of them are finding the 
clue to lower costs, more stable profits, by 
looking at markets locally—one by one—in- 
stead of in the mass. 


A top life insurance company found, for 
instance, that 81.9% of its advertising dollars 
were going into 45 states that produce only 
53.7% of its customers—while only three 
states provide 46.3%, or nearly half, of all 
the policyholders on its books. 


Bwreut of A HVOOMMIY 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


Why? Simply that markets are different 
because people are different. Their only com- 
mon denominator is that every sale you make 
is a local transaction between a local cus- 


tomer and a local dealer or agent. 


profitably. 


That’s what makes newspaper advertising 
so useful an answer to today’s problem of 
cutting sales costs. With newspapers, you get 
precision control. You go after sales where 
and when you can get them most easily, most 


Today, our business analysis staff can offer 
you many important local facts to help make 
your advertising and selling more efficient. 
Why not ask for their help today? 


370 Lexington Ave., N. Y. 17, Caledonia 5-8575 * 360 N. Michigan Ave., Chicago 1, State 8681 * 240 Montgomery St., San Francisco 4, Exbrook 8530 


prepared by the Bureau of Advertising and published by the Chicago Tribune in the interest of more effective advertising 
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Farm Publication 


Linage Increases 
23.7% in July 


Cuicaco—A strong 23.7% gain 
in linage has been reported by 
farm publications this month over 
their linage a year ago. ADVERTIS- 
ING AGeE’s July tabulation shows 
the farm publications carried 1,- 
509,729 lines for the latest period, 
compared with 1,220,631 lines in 
July 1946. 

All classifications except one 
showed substantial gains. The ex- 
ception was the group of monthlies 


Agricultural, 
eaders 


Digest — 


EXTENSION AND VOCATIONAL P 
FOR FARM AND HOME 


NOW—Over 30,000 Leaders To 
Help You Sell Your Products 


A LEADERS’ Digest ad now tells 16,0080 men 
and 15,000 women about your products to 
implement the farm management and home 
modernization programs they are carrying to six 
million prosperous farms. Addition of 1,500 ex- 
tension workers and 2,000 vo-ag and home ec. 
teachers brings this important “influence mar- 
ket”’ to the papmest peak in the 29-year history of 
LEADERS’ Digest. Ask for Data Folder with 
new CCA circulation breakdown. 


AGRICULTURAL LEADERS’ DIGEST 
139 N. Clark, Chicago 2, Phone CEN. 7670 


PUBLISHED EXCLUSIVELY FOR LEADERS 
AGRICULTURE AND HOME ECONOMICS 


reporting for June issues. These 
had a total of 18,127 lines, down 
12.4% from the 20,701 a year ago. 
Biggest year-to-year gain was 
reported for the June weeklies, 
up 47.7%, from 39,218 to 57,932 
lines. July farm magazines chalked 
up a 34.9% gain—from 211,357 a 
year ago to 285,071 this month. 
Other gains: July monthlies, up 
16.8%, from 236,499 last year to 
276,316; June semi-monthlies, up 
21.5% from 470,249 to 571,150; 
June bi-weeklies, up 26.4% from 
97,629 to 123,360; June dailies, up 
22.6% from 144,978 to 177,773. 
Canadian farm _ publications 
showed an 11.1% gain, from 397,- 
219 lines in July, 1946, to 441,344 
for the latest period this year. 


Meyer Joins Sarazan 


Ralph A. Meyer, for the past 
seven years senior account execu- 
tive of the retail division, W. L. 
Stensgaard & Associates, has been 
appointed sales director of Bert 
M. Sarazan, Inc., Washington, 
D. C. Mr. Meyer’s headquarters 
will be in New York. 


Joins Campbell Ad Staff 

Sherman D. Gregory, formerly 
radio advertising manager of 
Schenley Distillers Corporation, 
has joined the advertising depart- 
ment of Campbell Soup Company, 
Camden, N. J. 


WRVA to Radio Sales 

Station WRVA, Richmond, Va., 
has appointed the Radio Sales 
spot division of CBS as its na- 
tional representative, effective 
Oct. 1. 


Havent changed 


a bit in 


25 YEARS! 
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same things that first made 


WDAY a family friend in the 
Red River Valley, 25 years ago, 


are 


still working effectively in 


1947. 


“The best of NBC, plus heads- 


up local programming with espe- 


cial 


what it’s doing. 


emphasis on news and farm 


bd be] 
service. 
That’s a formula that’s bound to 
work in a market like this, 


station’s management knows 


if a 


We do know. 


Want aetual proof? 


NBC ..970 KILOCYCLES . . 5000 WATTS 


FREE & PETERS, INC. 


Exclusive National Representatives 


apt tt 
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JULY ADVERTISING LINAGE IN FARM PUBLICATIONS 


\| Baby Food Volume 
at $117,000,000 


FREMONT, Micu.—Sales of the, 
baby food industry will reach the 
record mark of $117,000,000 in 
1947, as compared with about 
$100,000,000 in 1946, Dan Gerber, 
president of Gerber Products 
Company, estimated in his com- 
pany’s annual report for the year 


ended March 31, 1947, just re- 
leased. > 

The figures include strained 
and chopped foods, condensed 


milk and other “baby” foods, AA 
was told. 

Gerber’s net sales of baby foods 
in the current year totaled $19,- 
480,917.82, as compared with $19,- 
707,279.57 for the year ended 
March 31, 1946. Its earnings de- 
clined from $528,564 in 1945 to 
$272,656 in 1946, or from $1.85 to 
79 cents a share. 

Ratio of advertising to net sales, 
however, increased from 6.05% to 
7.64%. These figures include both 
point of sale and direct mail. Cur- 
rently the advertising ratio is 
under 7%. Federal Advertising 
Agency, New York, is the agency. 

The decline in earnings, Mr. 
Gerber said, was due to “excess 
pack costs” incurred early in the 
year “in order to provide a con- 
tinuous supply of a number of 
our popular items, while we were 
unable to get any price relief.” 

He presented results of a sur- 
vey showing that 69% of the na- 
tion’s families use prepared baby 
cereals, 56% use strained foods, 
30% junior foods, and 84% some 
type of baby foods. 

Even among families with no 
children under 36 months, 16% 


list users of baby foods. 


Radiant Mfg. Corporation, Chi- 
cago, manufacturer of Radiant 
projection screens, has launched 
its most extensive campaign in a 
list of more than 50 publications. 
In addition to photographic and 
educational magazines, the sched- 
ule includes Better Homes & Gar- 
dens; Business Week; Esquire; 
Fortune; Holiday; House & Gar- 
den; Hunting & Fishing; Life; Na- 


Commercial Commerc; | 
Display Display 
Excluding Excludin; 
Poultry, Poultry 
Livestock Livestoc 
o— Total Advertising——, and Classified -— Total Advertising ——~ and Classi‘ | 
o1947—. -—1946—. 1947 1946 o—1947— ~--—1946—— 1947 194 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Li: 
FARM MAGAZINES Indiana Farmer's . 
9 \ 5 > 
Capper’s Farmer .. 37.7 25,641 31.3 21,296 24,762 20,464 B... Warmer .... He bab by ped og ot = : 
Country Gentleman. 61.6 41,883 48.1 32,729 40,449 31,511 Michigan Farmer.. 32.8 25.168 30.1 23.142 21.483 2( ¢ 
Farm Journal ..... 57.6 24,701 45.6 19,520 23,458 18,291 | wissouri Farmer... 6.6 4,861 6.1 3,973 4,015 3.2> 
Bia ori ictal Missouri Ruralist... 23.9 18,142 24.7 18,765 15,985 15 9 
-Va. 9 9 Q OF 
Edition ........ 42.0 30,632 27.8 20,258 28,685 18,718 peep coe as ety cas aaa seas8 4 - 
Ga.-Ala,-Fla. New England 5 
oe ag Sah 42.6 31,083 28.3 20,663 29,202 19,048 Homestead ...... $2.2 22,648 28.5 19,980 15,727 13,749 
y.-Tenn.- a Ohio Farmer ...... ° ’ 25, 22.7 7 
Edition ........ 41.6 30,310 27.4 19,957 28,564 18,554 nay sll he py Hiteat 368 20,216 32,365 18 a 
Sniine 42.4 30,908 28.7 20,911 29,180 19,473 | O"eson Grange 
rea " 3 2 20, 9, : ; 2 4.879 
Texas sBatiion ti. whe ks Ga ae Bae patna tok chia 19.0 20,790 13.5 14,672 20,790 14.672 
na Sditions.. 36. 26,877 24.0 17,482 25,650 16,569 . 
*Aver. 5 Editions... 42.4 30,890 28.7 20,939 29,064 19,414 | tah Permon 2 gis ee eet: ras 4 a 
Southern Agricul- Wallaces Farmer & ~ ; {> ' ‘abe 
SUN... sive Keane 22.5 15,711 18.5 12,922 14,939 11,695 Iowa Homestead. 43.4 33,989 39.2 30,726 381,511 28 57; 
Successful Farming. 50.4 22,683 44.9 20,196 21,494 18,744 Washington Farmer 44.8 33,874 $2.3 24,425 31,472 99 BRR 
___-Cl eC OC - ————- SO ES —— —————— 4 9 99 
Total Group ....441.6 285,071 332.0 211,357 269,245 197,775 bt: anon Wir Gn Re aa TR rgare, See SOe- eee bo 
Monthlies CUPEME: -L6T bso wccs 36.0 28,231 29.0 22,749 25,805 21,295 
Agricultural Leaders’ —— —_——~. 
Digest ..csssccces 18.8 3,682 24.4 4,781 3,682 4,781 Total Group ..... 741.8 571,150 612.2 470,249 500,151 404,255 
American Fruit Bi-Weeklies—June 
on, eee 45.0 19,293 31.6 18,570 19,118 138,104 *Arizona Farmer... 65.7 49,695 62.8 47,474 48,176 45,439 
American Poultry Dairyman’s League 
Journal: see Peer 4.0 10,28 8.4 6,110 9,094 4,511 
Eastern Edition... 23.4 10,049 22.6 9,731 7,764 7,406 Pacific Rural Press: 
Central Edition.. 22.1 9,471 19.0 8,307 7,739 6,834 Northern Edition. 55.3 41,862 43.6 33,003 37,686 29,533 
Western Edition.. 21.2 9,125 19.7 8,046 7,569 6,701 Southern Edition. 50.1 37,918 40.3 30,464 33,714 27,294 
*In all 3 Editions 20.2 8,658 18.3 7,550 7,102 6,219 | Prairie Farmer .... 46.0 33,367 39.0 28,052 27,937 23,23 
Better Farming — ae —_— 
a eee 17.2 7,388 17.3 7,422 7,388 7,422 Total Group ....165.4 123,360 131.3 97,629 108,431 84,872 
Better Fruit ...... 24.9 10,455 16.6 6,990 10,455 6,990 Weeklies—June 
Breeder’s Gazette... 19.0 8,561 19.8 8,907 65,746 4,489 | aCapper’s Weekly... 7.0 15,616 6.7 14,949 9,176 8,952 
California Citro- Weekly Kansas 
BOG a Svewnens cee 23.3 15,653 20.1 138,538 15,652 13,538 City Star .......+ 17.2 423,316 9.8 24,269 30,020 15,569 
Carolina Co- _— 
GPOTECOE cadiccass 111 4,647 9.3 3,928 4,568 3,854 Total Group ..... 24.2 57,932 16.5 39,218 39,196 24,521 
Cattleman, The ... 65.2 27,412 54.6 22,953 18,669 16,313 Dailies—June 
Cooperative Digest. 10.0 2,100 16.0 3,360 2,100 3,360 Chicago Daily Drov- 
+Farm and Ranch.. 17.9 12,553 20.2 15,287 11,341 14,426 ers Journal ..... 18.0 38,216 14.7 31,205 24,893 19,594 
Farmer-Stockman 22.3 16,845 18.4 138,901 16,255 13,430 Kansas City Daily 
Florida Grower 13.5 9,202 10.9 7,379 8,876 7,039 Drovers Telegram 22.0 46,766 21.4 45,572 30,751 30,335 
Hoosier Farmer.... 16.1 7,269 12.0 5,439 6,809 4,833 Omaha Daily Jour- 
Kentucky Farmers’ nal-Stockman .... 25.1 53,496 18.6 39,632 42,735 32,10 
Home Journal 16.2 12,709: 11.2 8,77 11,170 7,226 St. Louis Daily Live 
Michigan Farm Stock Reporter... 18.5 39,295 13.4 28,569 31,589 21,951 
Pea 1.8 4,325 1.3 2,620 4,235 2,620 ee ——— 
New Jersey Farm Total Group ..... 83.6 177,773 68.1 144,978 129,968 103,9 
and Garden ..... 28.6 12,908 21.6 9,746 11,386 8,394 omeeneennee 
Ohio Farm Bureau *Not included in totals. 
a: ree 0.9 4,888 11.2 5,059 4,678 4,872 +Page size changed since last year. 
Southern Farmer .. 10.9 8,757 4.9 3,898 8,380 2,643 aFour issues 1947; five issues 1946. 
Southern Planter... 23.6 16,549 14.9 10,429 15,320 9,634 
Western Dairy CANADIAN 
eo “4 
eee neat eee, SES OS TRS ee ee tryman ........+. 0.2 28,120 36.1 24,535 22,921 20,484 
Journal ......... 78.0 30,618 66.5 27,744 13,874 12,589 | Country Guide, The 34.6 24,929 83.4 24,078 24,929 24,078 
Family Herald & 
x 97 9 9 Weekly Star: 
bie <> cag os C54.2 SU6,DES SUG.2 SORSMY PESEOS 298,708 Eastern Edition.. 82.9 82,914 71.2 71,193 55,793 48,539 
on ee A Western Edition.. 72.5 72,609 66.9 66,941 50,075 50,783 
Arkansas Farmer. 9.5 7,196 8.5 6,445 7,196 6,445 Farm & Ranch 
Idaho Granger .. 8.0 8,650 10.7 11,633 8,608 11,591 ae ec 19.8 14,270 14.3 10,289 13,569 9 697 
Nation’s Agriculture 5.1 2,281 5.8 2,623 2,281 2,62 Parmes’n Advocate ; : - ae 
—n See See Sateen Sees ane i 1.0 28,7 8 26, , 
Total Group ..... $2.6 18,137 85.0 20,701- 16,086 20,050 | ge ent Bement oe ineee 288 acest antes 
Semi-Monthly—June *Free Press Prairie 
American Agricul- WORE 0.40 -0-u0's 080 100.2 112,703 95.6 107,510 52,616 54,831 
ere ee 24.1 17,566 20.1 14,605 15,007 12,547 *Western Producer. 53.4 57,172 45.7 48,864 28,761 24,646 
Dakota Farmer ... 38.0 29,645 30.0 23,156 28,109 22,023 — i. ee — 
Farmer, The ....... 40.5 31,720 34.3 26,880 27,111 23,048 Total Group ..... 473.2 441,344 424.8 397,219 290,880 271,648 
Hoard’s Dairyman.. 40.1 29,212 38.0 27,663 24,648 28,163 ————- 
Idaho Farmer ..... 46.8 35,294 31.0 23,392 32,908 21,464 *June linage. 
« . . 7 = ’ 
\ | Gerber Estimates (Radiant Launches Drive | Mrs. Schwin to Field's 


Mrs. Mary Lowell Schwin, who 
established Quaker Oats Com- 
pany’s home economics depart- 
ment and headed it for four years, 
has been appointed director of the 
Homemakers’ Center of Marshall 
Field & Co., Chicago. She will 
conduct customer programs, dem- 
onstrating uses of major appli- 
ances, housewares and foods. 


tional Geographic; Outdoor Life; 


Popular Mechanics; Popular Sci- 
ence; Sports Afield, and Time. 


Fonda to Head FC&B 
Chicago Radio Work 


James Fonda, who has been 
supervising Chicago programs in 
the Hollywood office of Foote, 
Cone & Belding, will move to Chi- 
cago as director of radio in the 
Chicago office, effective Sept. 15. 
He will succeed Stuart Dawson, 
who has resigned to join Feature 
Productions. 

Manager of the Chicago radio 
department under the new setup 
will be Harry F. Dieter, who has 
been an account executive in the |}- 
Chicago office. 


G-F Promotes Two 


General Foods Corporation, 
New York, has promoted George 
R. Plass from assistant to Charles 
G. Mortimer Jr., marketing vice- 
president, to assistant advertising 
manager in the Jell-O division. 
Ben F. Grogan, assistant advertis- 
ing manager in the Post’s cereals 
division, will become assistant to 
Mrs. E. B. Myers, director of ad- 
vertising. 


Gets Ethical Account 


The Florida Citrus Commission 
has appointed Noyes & Sproul, 
New York, to handle its ethical 
medical account. The commis- 
sion’s general account is handled 


LooK (le 


in the basic source 


OF MARKET INFORMATION 


- Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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Magazines Boast 
57 $1,000,000 
Budgets in 1946 


New YorK—Fifty-seven adver- 
tisers spent $1,000,000 or more in 
mogazines in 1946, as against 49 
in 1945, 27 in 1942, and 24 in 
1939, the Magazine Advertising 
Bureau has found in an analysis 
of Publishers’ Information Bureau 
figures. 

General and farm magazines 

are included; magazines distrib- 
uted with Sunday newspapers are 
not. 
Despite the fact that General 
Motors cut magazine expendi- 
tures in half, from $11,436,000 to 
$5,749,000, between 1945 and 1946, 
this corporation was first on the 
list in all four years covered. 
However, there was no consistent 
runner-up. In 1946 the next four 
were Distillers Corporation-Sea- 
grams, General Electric, Ford and 
Procter & Gamble; in 1945 they 
were Lever Bros., General Elec- 
tric, Seagram and Schenley. 

The 57 $1,000,000 - and - more 
magazine advertisers in 1946, 
MAB points out, spent $113,200,- 
000 in this medium, or less than 
one-third of its total of $381,- 
000,000 for the year. 

“This,” MAB adds, “represents 
a much less heavy concentration 
of billing” than in network radio, 
“which in 1946 derived almost 
three-quarters of its total billing 
from only 48 advertisers whose 
gross time charges were $1,000,- 
000 or over.” 


Lowers Color Rate 
in Canadian Edition 

With conversion to letterpress 
printing, effective with the Sept. 1 
issue, Time’s Canadian edition 
will lower the two-color, one-time 
page rate from $900 to $760, and 
introduce two-color, two-column 
space. The 13-time rate for two- 
color pages will be $720; inser- 
tions on a 26-time basis will cost 
$680. 

The new unit of space —two 
colors, two-columns—will be of- 
fered at the following rates: one 
time, $530; 13 times, $505; and 26 
times, $480. 


To Badger & Browning 


Allan C. Gottschaldt has re- 
signed from Charles W. Hoyt 
Company, New York, to join 
Badger & Browning, Boston, and 
Badger & Browning & Hersey, 
New York, as merchandising di- 
rector. Before joining the Hoyt 
agency, Mr. Gottschaldt was ex- 
ecutive vice-president of Glaser- 
Gottschaldt, Boston, and prior to 
that, president of Gottschaldt- 
Humphrey, Atlanta. 


Johnson Adds Duties 


Courtney Johnson, a_ Stude- 
baker executive since 1939, has 
been promoted to the post of as- 
sistant to the president of the 
Studebaker Corporation, South 
Bend. He will continue as assist- 


ant to the company’s board chair- 
Man. 


Carolinas Admen Meet 


The Carolinas Advertising Ex- 
fcutives Association will hold its 
midsummer meeting in New Bern, 
N.C., Aug. 1-2. C. W. Patterson 
Jr, of the High Point Enterprise, 
'S president of the group. 


—. 


HOLESALER 


Hit the MARKET 


for variety goods, sundries, thru 


OFFICIAL—Hanford Main [at right) 
president of Sunshine Biscuits, Inc., and 
James Larrimore, manager of the New 
York bakery, hold one of the bronze 
plaques now going out to Sunshine Bis- 
cuit (formerly Loose-Wiles Biscuit Co.) 
plants and branches throughout the 
country. It carries the new corpora- 
tion name and baker trademark. 


Manufacturing 
by Co-op Upheld 
by Kansas Court 


TopeKA — The Kansas supreme 
court has ruled that the Con- 
sumers Cooperative Association of 
North Kansas City, Mo., has the 
right under state law to carry out 
its extensive industrial activities. 

The association owns and oper- 
ates oil wells, pipe lines, refineries, 
lumber mills, paint factories, 
printing plants, retail food stores, 
filling stations and other enter- 
prises in nine midwestern states. 

The quo warranto suit was 
brought against CCA by Kansas’ 
Attorney General, Edward F. Arn, 
who argued that the cooperative 


should be forced to reorganize 
under the cooperative societies act. 
The state marketing act, he con- 


thorize co-op participation in a 
wide variety of manufacturing 
activities. 

The court held unanimously 
that the marketing act does not 
limit CCA to the sale of agricul- 
tural products but permits it “‘to 
engage in any activity in connec- 
tion with manufacturing, selling 
or supplying to its members of 
machinery, equipment and sup- 
plies.” 


Names Factor Agency 


Artist Records, Inc., Hollywood, 
has appointed Ted H. Factor 
Agency, Los Angeles, to handle its 
advertising and publicity. 


| 
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tended, was not intended to au-| 
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7 Editions of 


CHAIN STORE AGE 


cover the 


21-BILLION- DOLLAR 
CHAIN STORE MARKET 


Paid Circulation 


Reach 32,500 retailers, 950 jobbers, | 
1250 wholesalers’ salesmen. 


i 
™ MODERN RETAILING 
250 Fifth Avenue, New York |, N. Y. | 


Ringing Up a New Record 


412.5 


is the South’s 1946 rural retail sales index 
(1929-31 =100).'This means that, in places 
of 2500 and under in the 14 Southern states, retail sales 
are three times as great as they were in 1929... twice 


as great as they were in 1941. 


This record-breaking ring of the cash register is sweet 
music to alert advertisers. In 1945 and again in 1946, 
The Progressive Farmer made greater gains in advertising 


linage than any other monthly farm magazine. 


SOUTHERN 


—_ 


ONE MILLION 


The SOUTH Subscribes 1 
The Progressive 


Farmer 


Advertising Offices: BIRMINGHAM, RALEIGH, MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast Representatives: Edward S. Townsend Co., San Francisco, Los Angeles 


Send today for your free copy of OPEN THE DOOR TO $ALES, a new book of market information on the Rural South. 
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Named KGLO Manager . 


Herbert R. Ohrt, formerly com- 
mercial manager, has been ap- 
pointed general manager of Sta- 
tion KGLO, Mason City, Ia. He 
succeeds the late F. C. Eighmey. 


Youth Group Appoints 


Youth Group, consisting of 
American Girl, Boys’ Life, Open 


Road for Boys, Young America 
and Young Catholic Messenger, 
has appointed Franklin Spier, 
New York, to direct a business 
paper campaign. 


Thomas Leaves Basford 


Rupert Thomas has resigned as 
a vice-president of G. M. Basford 
Company, New York agency. 


&e 
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MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Public Relations Firms 
Exert More Ad Influence 


More Than 60%, Select 
Agencies, 70°, Consult 
on Institutional Copy 


By JOHN CRICHTON 

[Editor’s Note: This is not in- 
tended to be a complete listing of 
public relations firms, and many 
of the companies reporting here 
show only part of their clients. It 
is, however, fairly representative 
and includes many of the leading 
practitioners in the field. In each 
case, the data were supplied to 
AA by a principal of the firm.] 

New YorK—Leading public re- 
lations firms are exerting more 
and more influence in advertis- 
ing. That is the highlight of AA’s 
third annual roundup of public 
relations companies, which dis- 
closes: that more than 60% of 
them help to select or directly 
select advertising agencies, and 
more than 70% consult on public 
relations advertising. Two of the 
reporting companies own adver- 
tising agencies. 

In general, the field seems to 
be stable, with less turnover 
among public relations clients 
than among advertising accounts. 
There were no spectacular new 
arrivals in the field, although the 
list of public relations firms has 
been growing rapidly. 

Listed alphabetically, the com- 
panies are: 

Ames & Norr, 11 W. 42nd St., 
New York; Allan P. Ames and 
Roy Norr, partners; no branches 
or subsidiaries; nine accounts 


headed by the Association of 


musical Variety 
14 Dramas 


17 Musicals 
13 Mystery Be Agv 


4 Western & Hillbilly 


Solve your program problems right now, for we have 
available for immediate distribution 71 individual 
programs, encompassing more than 3600 episodes. 
There are shows in every field... produced by the 
top names in the business . .. selections to fit 5 min- 
ute to half-hour productions. Audition records avail- 
able for immediate shipment. Complete catalog 


sen? upon request. 


TRANSCRIBED 


a) 


-4 75 E. WACKER DRIVE, CHICAGO, 1, 


— SELECTIONS 


ntures 


CINNAMON BEAR 

Here's a great Christmas Feature 
that is one of the finest children 
stories ever produced. It will pay to 
tie in with America's biggest market 
... send for audition records today! 


HLL. 


1651 COSMO ST, HOLLYWOOD 28, CALIF. | 
107 W. 86TH ST., NEW YORK 24,N. ¥. | D@ught bidg.); Carl Byoir, chair- 


American Soap & Glycerine Pro- 
ducers and American Gas Asso- 
ciation; no minimum retainer; 
will work on a project basis, helps 
clients select advertising agencies, 
“sometimes” consults on public 
relations advertising, works on 
trade shows, labor relations and 
legislative problems. 


Accounts Listed 


Baldwin and Mermey, 205 E. 
42nd St., New York; no branches, 
but Thomas W. Parry & Asso- 
ciates, St. Louis, is an affiliate; 
William H. Baldwin and Maurice 
Mermey, partners; incomplete list 
shows six accounts headed by 
Sterling Drug and Hershey Cor- 
poration; minimum retainer not 
specified; does handle accounts on 
a project basis; does not select 
agencies; consults on public rela- 
tions advertising, works on trade 
shows (it has a division of in- 
dustrial showmanship) and leg- 
islative problems. 

Channing L. Bete Company, 20 
Federal St., Greenfield, Mass.; 
Channing L. Bete, president; 
Richard R. Bruce, vice-president, 
and Groverman B. Payne, treas- 
urer; no branches or subsidiaries; 
six accounts headed by Rubber 
Manufacturers Association and 
British Export Trade Research 
Organization (BETRO); no mini- 
mum retainer; rarely handles a 
project account; does not help in 
selecting agencies; does consult 
on public relations advertising, 
works on trade shows, labor re- 
lations and legislative problems. 

Edward L. Bernays, 26 E. 64th 
St., New York; Mr. Bernays, Doris 
E. Fleischman (Mrs. Bernays) 
and others partners; no branches; 
still the outstanding exponent (for 
28 years) of the policy of keeping 
clients’ names secret, but it is 
reported that one still is Procter 
& Gamble. 


Bruno Has 14 Clients 


H. A. Bruno & Associates, 30 
Rockefeller Plaza, New York; 
Harry A. Bruno, H. Clay Cotter, 
Philip Culkin, Russell D. Gudgeon, 
Victor Oristano, G. Hudson Phil- 
lips; no branches or subsidiaries; 
14 accounts headed by Atlas Cor- 
poration and Goodyear Tire & 
Rubber Company; minimum fee 
currently $35,000 a year; will 
handle an account on a project 
basis; helps in selecting advertis- 
ing agencies, consults on public 
relations advertising, works on 
exhibits and in labor relations, 
but does not assist on legislative 
problems. 

Verne Burnett, 522 Fifth Ave., 
New York; no branches; account 
executives are Bruce Millar, John 
Moynahan, Eleanor Troy Williams, 
Althea Rickert Wheeler, Laura M. 
Burnett; cautious about listing 
clients “in fields including home 


| electrical products, fine chemicals, 


pharmaceuticals, radio, dyestuffs, 
cameras and films, horticultural 
products, paper products and edu- 
cational institutions,” but one of 
its clients is the Association of 
National Advertisers; minimum 


fee is $1,000 a month; seldom 


| handles accounts on temporary 
; or 


project basis; “very rarely 
asked to help select an advertis- 
ing agency”; consults on public 
relations advertising and trade 
shows, works extensively in labor 
relations and on legislative prob- 
lems, and in stockholder and con- 
sumer relations, and mail opinion 
| surveys. 

Carl Byoir & Associates, 10 E. 


: R E C0 R 0 [ 0 F E A | l R E c ‘ | N .. Me St., New York; branch offices 


in Chicago (39 S. LaSalle St.), 
| Washington (82 National Press 
bldg.), Los Angeles (639 S. Spring 
|St.), Hamilton, Ont. (Royal Con- 


& 
~ 
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man, Gerry Swinehart, presiden' 
George Hammond, executive vice- 
president, Vincent Lancaster, sec- 
retary-treasurer, Ted A. Ramsay, 
C. Stuart Hall, Frank Gavitt 
William C. Utley, John Stahr, A!- 
fred E. McMillan, Reavis O’Ne;| 
Jr., vice-presidents, New York: 
and George Dye, vice-president. 
Chicago; William Wight, vice- 
president, Washington; Charlies 
MeVarish, vice-president, Los An- 
geles; Lyman T. Seely, vice-presi- 
dent, Hamilton, Ont.; 13 accounts, 
headed by Great Atlantic & Pa- 
cific Tea Company, Schenley Dis- 
tillers and Eversharp; minimum 
fee $36,000 a year; does not handle 
accounts on project basis; fre- 
quently helps to select an agency, 
consults on public relations ad- 
vertising, works on trade shows, 
labor relations and _ legislative 
problems. 


Many Don’t List Accounts 


Campbell-Wirtz Associates, 329 
Walnut St., Philadelphia; Monroe 
Campbell Sr. and William Wirtz, 
partners; branch in New York; 
does not list accounts or minimum 
fees; it will handle clients on a 
temporary or project basis, helps 
to select agencies, consults on 
public relations advertising, works 
on trade shows, labor relations 
and legislative problems. 

Harry M. Coleman & Co., 333 N. 
Michigan Ave., Chicago; branches 
in Indianapolis, Los Angeles and 
Minneapolis; Harry M. Coleman, 
president; Phil Lesly vice-presi- 
dent, and C. W. Grange, vice- 
president and editorial director; 
seven major accounts, including 
Stewart- Warner Corporation, 
United Wallpaper, Gamble-Skog- 
mo, Omar, Ine., and _ Investors 
Syndicate; minimum fee $15,000 
a year; does not handle on project 
basis; helps select agencies, con- 
sults on all public relations ad- 
vertising, works on trade shows 
and labor relations, but not on 
legislative matters. 

Dudley, Anderson & Yutzy, 551 
Fifth Ave., New York; Pendleton 
Dudley, George Anderson and 
Thomas D. Yutzy, partners; no 
branches; active in representing 
associations, including American 
Meat Institute, Florida Citrus 
Commission; no _ specified mini- 
mum retainer; helps, “in some 
instances,” to pick an advertising 
agency; consults on public rela- 
tions advertising, does not work 
on trade shows, labor relations or 
legislative problems. 

Fred Eldean Organization, 670 


' REACH THE 


the active, alert, acquir- 
ing half of Cincinnati 
people on the way up. 
people still forming 
buying habits! 
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Fifth Ave., New York; branches 
in Chicago, Cincinnati, Denver, 
Dallas, San Francisco and Wash- 


ington; Fred Eldean, president; 
Keeton Arnett, Stuart Baxter, 
Ralph Bugli, Melva Chesrown 


and James McGoldrick, vice-presi- 
dents; John K. Richmond, treas- 
urer; Minimum fee _ reportedly 
$36,000; among its accounts are 
Firestone Tire & Rubber Com- 
pany, American Petroleum Insti- 
tute and Radio Manufacturers 
Association; Eldean is also under- 
stood to handle some of the Gen- 
eral Motors account; it does not 
handle accounts on a temporary 
or project basis; it does select 
agencies, consult on public rela- 
tions advertising, work on trade 
shows, on labor relations and leg- 
islative problems. 

Flanley & Woodward, 551 Fifth 
Ave., New York; no branches; 
Mabel Flanley and Sally Wood- 
ward, partners; specialists in the 


_ S 
ks 


“woman’s angle” on public rela- 
tions; accounts not specified ex- 
cept for Grocery Manufacturers 
of America and Converted Rice, 
Inc., although it is understood 
that the firm represents one auto- 
mobile manufacturer; retainer fee 
“varies with type of job”; does 
handle accounts on project basis; 
doesn’t select agencies, does con- 
sult on public relations advertis- 
ing, doesn’t work on trade shows, 
labor relations or legislative prob- 
lems. 

Charles W. Gamble & Associates, 
475 Fifth Ave., New York; no 
branches; Charles W. Gamble, 
president, and Winona W. Gamble, 
secretary-treasurer; partial list of 
accounts shows St. Elizabeth’s 
Hospital in Utica, N. Y., St. 
Joseph’s Hospital in Syracuse, the 
Orange-Maplewood, N. J., Com- 
munity Chest, “and non-profit or- 
ganizations, institutions, chambers 
of commerce and trade groups”; 
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minimum retainer fee, $1,000 per | operations, and we are accountable |San Francisco, and Title Insur- 
month; handles accounts on/|to clients for these expenditures.” ;}ance and Trust Company, Los 
Hannagan has consistently avoided Angeles; no minimum retainer; 


project basis; helps to select or 
selects advertising agencies, con- 
sults on public relations copy, 
works on trade shows. 


Hannagan Tells Charges 


Steve Hannagan, 247 Park Ave., 
New York; branches in Los An- 
geles, Toledo, New Haven, Omaha 
and Sun Valley, Ida.; Steve Han- 
nagan, president; Joe Copps, vice- 
president and general manager; 
Larry Smits, vice-president, east- 
ern accounts, and Paul Snell, 
vice-president, West Coast ac- 
counts; the company handles 15 
clients, headed by Coca-Cola 
Company and Owens-Illinois 
Company; its minimum fee _ is 
$25,000 “free and clear of all 
operating expenses, and we set up 
an out-of-pocket expense budget 
for both  salaries—outside of 
supervision expenses—and other 


the term “public relations,” sticks | 


to “publicity”; it does not handle 
project or temporary accounts; 
it does not select agencies “but 
we might very well refuse an ac- 
count if we considered, in our 
judgment, that both the agency 
and the advertising projection 
were inadequate”; it consults on 
public relations advertising and 
on labor relations, but not on leg- 
islative problems. 

Dr. Rex F. Harlow, 369 Pine 
St., San Francisco; no branches, 
but offices in other West Coast 
cities planned; Dr. Harlow left 
Stanford University in 1944, and 
for the past three years has 
divided his time between the 
American Council on Public Re- 
lations (of which he was presi- 
dent until recently) and counsel- 
ing Foster & Kleiser Company, 


Salt into pork ... Given all the salt they . 
" want, hogs produce 45 Ibs. extra pork, 

save $5.60 in feed for each |b. eaten... 

See report of 100-day feeding tests in 


“Livestock”, page 86. 


Weather guesser . . . Because weather 
forecasts mean so much to farmers, S F 
presents full color views of cloud types, 
with interpretations by an expert... See 
“Are You AW eather Guesser ?" page 28. 


Wind power ...In North Dakota, high- 
lines are few; but wind-driven power 
plant with new type batteries, costing 
$1,000, gives power for single farm. See 
“Current Beyond The Highline”, page 27. 


farmers, the new standards of farm living. . . 


77 WLS 
— 4 


business men, and for better living for farm families . . . 
manual for the fastest changing of industries. 


Super-killer . . 


. Michigan State College 


reports concentrated onion juice, mixed 
with 2,4-D, increases noxious weed killing 
potency 10 to 20 times! See ‘What's 
New In Farming”, page 18. 


Making better business. . . and making business better, for 
the country’s best farmers, is the sole business of SuccEssFUL FARMING. 
Every issue is jam packed with authoritative, practicable, useful 
news of new methods, new products, new opportunities for farmer 


is a trade 


A glance at the July issue of SuccessruL FARMING will demonstrate 
the scope of present day farming, the type of modern business 
and incidentally will 


change old chromo recollections of ex-farm boy business executives, 


give a new appreciation of the top levels of the farm market. 


Most missed market... is the 1,200,000 farm family 
subscribers of SuccEessFUL FARMING, concentrated among the farms 


networks give scant coverage .. . 


advertisers ignore! 


"i 


(AMAL (QTL? 


Horse $ . . . Some lowa farmers have 
made profitable business of blooded 
colts, sell yearlings at up to $300 to 


with the highest investment, yield, and cash income, in the 
15 agricultural Heart States where all general magazines run thin, 
and too many national 


These SF subscribers averaged $7,860 gross income in 1946 


? 
4 


or dilution 


training specialists. See “Farmers Profit 


From Light Horses", page 24. 


national! Get the details from an SF office 
_.. SuccessFUL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles. 


(without government payments 


and demands . 


really reached this farm market without waste 


FARMING, no national advertising is really 


represent one of the best class markets in the world today . .. 


savings of six good years as well as unlimited needs 


.. Only SuccessFUL FARMING 


And without SUCCESSFUL 


$3,252 above 


US farm average... 


and have 


| labor 


no accounts on project basis; helps 
in selecting agencies, consults on 
public relations advertising, works 
on trade shows, labor relations 
and legislative problems. 

William R. Harshe Associates, 
8 S. Dearborn St., Chicago; 
branches (for service of media) 
in Los Angeles, New York, In- 
dianapolis, Ft. Wayne, Grand 
Rapids—all accounts handled 
from Chicago; William R. Harshe, 
president, and Morris B. Rotman, 
vice-president; eight accounts, in- 
cluding General Outdoor Adver- 
tising Company and Scott Radio 
Laboratories; minimum fee $1,000 
per month; will handle accounts 
on a project basis; helps in select- 
ing or selects advertising agencies, 
consults on public relations ad- 
vertising, works on trade shows, 
labor relations andlegislative 
problems. 


Known As Agency 

Hill & Knowlton, 350 Fifth Ave., 
New York; branch office in Wash- 
ington; John W. Hill, president; 
John G. Mapes, executive vice- 
president; B. C. Goss, vice-presi- 
dent, Washington, and Kerryn 
King, Howard Stephenson, Mer- 
rick Jackson, Samuel Tyndall, 
vice-presidents, New York; among 
its accounts are American Iron & 
Steel Institute, Consolidated Vul- 
tee Aircraft (and the rest of 
Aviation Corporation) and the 
National Retail Dry Goods Asso- 
ciation; Hill & Knowlton has rec- 
ognition as an advertising agency 
and “writes, lays out and places 
public relations advertising.” 

Spencer Huffman, 301 W. Chesa- 
peake Ave., Towson, Baltimore, 
Md.; reports skeletally that he 
handles “largely financial, govern- 
mental and newspaper accounts 
variously located”; handles ac- 
counts on a project basis; helps 
to select agencies, consults on 
public relations advertising, works 
on trade shows, labor relations 
and legislative problems. 

Joseph W. Hicks Organization, 
333 N. Michigan Ave., Chicago; 
branch in New York (50 E. 42nd 
St.) and correspondent repre- 
sentatives in 43 cities; Jos. W. 
Hicks, president and owner; ac- 
counts not listed but it is known 
that he represents the Curtiss 
Candy Company and a number of 
utility companies; no minimum 
retainer, handles accounts on a 
project basis, helps in selecting 
an advertising agency, consults on 
public relations advertising, works 
on trade shows, labor relations 
and legislative problems. 


Over 30 Accounts 

Institute of Public Relations, 
Graybar building, New York; 
branches in Washington and To- 
ronto; John W. Darr, president, 
David Hinshaw, Benjamin Lesk, 
vice-presidents, New York, Hubert 
Holloway, vice-president, Wash- 
ington; an incomplete list shows 
32 accounts headed by Distillers 
Corporation - Seagrams Ltd., and 
several gas companies; no mini- 
mum retainer; will handle ac- 
counts on project basis; “in some 
cases” helps to select an agency 
or consults on public relations 
advertising, works on trade shows, 
relations and legislative 
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problems. 

Ivy Lee & T. J. Ross, 30 Rocke- 
feller Plaza, New York; T. J. 
Ross, Harcourt Parrish, James W. 
Lee II, Joseph M. Ripley and 
John L. Dupree, managing part- 
ners; more than 20 clients, some 
of which are the Rockefeller fam- 
ily, Chrysler Corporation, Penn- 
sylvania Railroad, Western Union, 
Socony- Vacuum and Columbia 
Broadcasting System; the firm 
helps on advertising agency selec- 
tion, and is generally conceded to 
be one which operates on the top 
level of management, in fact as 
well as conversation. 

W. Ian Mack & Associates, 250 
Park Ave., New York; no 
branches; W. Ian Mack, Robert R. 
Haslett, Henry M. Paechter, as- 
sociates; 12 accounts headed by 
Atlas Plywood Corporation and 
San-Nap-Pak Mfg. Company; has 
an unspecified minimum retainer, 
does not handle accounts on a 
temporary or project basis; selects 
or helps to select an advertising 
agency, works on trade shows and 
labor relations, does not work on 
legislative problems; publishes 
“Economic Trends” and “Retail 
Highlights” for its clients, as well 
as stockholder communications. 


Howard, Raymond Mayer Report 


Howard G. Mayer & Associates, 
Tribune Tower, Chicago, and 6331 
Hollywood Blvd., Los Angeles; 
Howard G. Mayer, owner, at both 
offices; a dozen or more accounts, 
headed by Columbia Pictures; has 
an undisclosed minimum retainer 
fee; sometimes handles on short- 
term basis; helps select agencies, 
works on all public relations ad- 
vertising, on trade shows, labor 
relations and legislation. 

Raymond C. Mayer, 9 Rocke- 
feller Plaza, New York; no 
branches but “tieups with public 
relations men in other cities’; 
Raymond C. Mayer, president; 
lists six accounts headed by Na- 
tional Noise Abatement Council 
and Gas Appliance Manufacturers 
Association; minimum fee not 
specified; infrequently handles 
accounts on project basis; has 
been asked to help select agencies, 
sometimes consults on public re- 
lations advertising, works on trade 
shows, does not work on labor re- 
lations, and “very rarely” on leg- 
islative problems. 

George F. Meredith, Washing- 
ton; currently serving as execu- 
tive director of the Senate’s spe- 
cial committee to study the prob- 


e 


HOLLYWOOD 


FT| market in 
la rgest retal 
INDIA 


* FACT 

The real HOLLYWOOD 

1945 Retail Sales Volume 
$610,257,000 (trading area) 


Hollywood in Indiana would stand out as a 
market demanding a place on national sched- 
ules. Larger than any market in that state, 
larger than any single market in 35 states, 
the real Hollywood is a big, SEPARATE 
market that you can cover only with the 


HOLLYWOOD 


CitizenNews 
AND ADVERTISER 


Hollywood, California 


Neti 


| Representatives 


STORY, BROOKS & FINLEY, INC. 


{lems of American small business; 


it is understood that Mr. Meredith 
still advises a number of West 
Coast loan companies. 

Win Nathanson & Associates, 60 
E. 42nd St., New York; partial list 
shows six accounts, headed by 
American Heart Association, Gov- 
ernment of Venezuela and Heller 
Deltah Corporation; minimum 
fee, $25,000; will handle accounts 
on a project basis; consults on 
public relations advertising, works 
on trade shows, labor relations 
and legislative problems. 

Earl Newsom & Co., 597 Madi- 
son Ave., New York; no branch 
offices; conducted as a partner- 
ship; six clients headed by Ford 
Motor Company and Standard Oil 
of New Jersey; charges based on 
annual fee plus cost but “our ar- 
rangements are confidential’; will 
not handle temporary or project 
accounts; as for selection of agen- 
cies “we refuse to have anything 


to do with the seiection of an 
advertising agency being retained 
to help on sales problems. We 
very often make suggestions as 
to agencies if the problem is one 
of using paid space for public re- 
lations purposes”; works on in- 
dustrial relations and, while “we 
do no lobbying,” “we often assist 
company executives in their ap- 
pearances before Congressional 
committees.” 


Pendray Setup 


G. Edward Pendray, 55 W. 42nd 
St., New York; no branches; G. 
Edward Pendray, president; par- 
tial list shows six accounts, 
headed by Crucible Steel Com- 
pany and Westinghouse Electric 
Corporation (of which Mr. Pen- 
dray was at one time advertising 
and public relations director); 
minimum retainer fee not dis- 
closed; does handle accounts on 
a temporary or project basis; does 


help to select or selects an adver- 
tising agency, consults on public 
relations advertising, works on 
trade shows; does not work on 
labor relations or legislative prob- 
lems. 

Publicity Associates, 247 Park 
Ave., New York; no branches or 
subsidiaries; family-owned cor- 
poration headed by Benjamin 
Sonnenberg, president and gen- 
eral manager; 11 accounts, topped 
by Lever Brothers, Philip Morris 
& Co. and Chanel; minimum re- 
tainer, $25,000; no accounts 
handled on project basis; does not 
select or help to select agencies; 
cohsults on public relations ad- 
vertising, does not work on trade 
shows or exhibits; does work on 
labor relations and legislative 
problems. 

Public Relations Associates, 350 
Fifth Ave., New York; James Fox 
and Martin Wright, partners; this 
was formerly the James Irwin 
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Organization, which changed }). 
corporate name when Irwin we) 
to Ford Motor Company as d.-. 
rector of public relations; the 0, 
ganization is the same, with a 
larger staff, with clients in pulp 
and paper production, floor cover. 
ings, phosphate compounds, men’s 
jewelry, copper wiring and power. 
cycles; the Chicago office is now 
located at 28 E. Jackson Blvd. 

Robbins & Barber, 270 Madison 
Ave., New York; I. D. Robbins 
and Philip W. Barber, partners: 
no branches; incomplete list shows 
seven accounts, led by American 
Cyanamid Company and Printing 
Industry of America; no minimum 
retainer fee; does handle accounts 
on a project basis; helps to select 
or selects an advertising agency, 
consults on public relations ad- 
vertising; works on trade shows, 
and on labor relations “for some 
clients,” assists on legislative 
problems. 


‘Why, uh—” says Mr. Whanger, gulping a 
little, “I do, I guess. Of course the little woman 


0 decides o 


major purchases made — 


and the kids come into the picture, too—you 


know how it is ...”’ And what freeborn male 


| 


| 


is as much of a pressure center as a minority 


any other way? 


only in the picture, 


party in the Balkans. 


When Whanger, Jr. points out the snazzy 


convertible, recites specifications and social 


. would answer an earnest researcher 


Mr. Whanger doesn’t realize 
that his three kids are not 


actually a moving picture — 
so moving that Mr.Whanger 


Wiei.a’s girlish 


n the 


advantages of same, he is only blazing the long 
trail to the showroom. 


prattle about the Whoozis’ 


divine new sunroom drapes is not mere academic 


comment, but is psychologically planned and 


conscious for near fu 
but are 


that her progeny had practically pushed | 
aboard. She also thinks young Patty 
is just window shopping when she @ 


makes her look at something specific. 


calculated to make her mother more furniture 


ture effect. 


Mrs. W. felt like a world traveler when she 
took her first plane trip to New Orleans last 
month to see her sick aunt... quite unaware 
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Robinson Associates, 25 Vander- 
bilt Ave., New York; no branches, 
but establishment of London office 
is now under way; Irwin Robin- 
president; firm formerly 
called Tracy-Robinson, Inc.; per- 
sonnel and accounts same as be- 
fore Lee Tracy’s resignation; par- 
tial list shows six accounts headed 
by Cunard-White Star Ltd., and 
Rudolph Wurlitzer Company; no 
minimum retainer; ‘“sometimes” 
handles project accounts; has been 
consulted on agency selections, 
consults on public relations ad- 
vertising, works on trade shows, 
labor relations and legislative 
problems. é 
Selvage & Lee, 16 E. 48th St., 
New York; branches in Chicago 
and Washington, and has a sub- 
sidiary advertising agency, French 
& Preston, at the same New York 
address; James P. Selvage and 
Morris M. Lee, partners, M. R. 
Merryfield, Chicago; S. B. Bled- 


son, 


oe o *s 


soe, Washington; lists nine ac- 
counts, headed by American Rail- 
way Car Institute and Monsanto 
Chemical Company. 

Lawrence H. Selz Organization, 
221 N. LaSalle St., Chicago, with 
more than 100 employes; no 
branches; Lawrence H. Selz is 
president and treasurer, Maurice 
E. Collins vice-president; 55 ac- 
counts, including 43 trade asso- 
ciations—of which it has more 
than any other firm; minimum fee 
is $40,000 for new clients (its ex- 
penditures for clients. are said to 
be at $2,000,000 a year now); does 
not handle on project or tem- 
porary basis; helps select agen- 
cies; consults on all public rela- 
tions advertising for most clients 
and works on trade shows; does 
not work on labor relations or on 
legislative matters, except to do 
publicity on the latter. 

Theodore R. Sills & Co., 43 E. 
Ohio St., Chicago; branches in 


New York and Birmingham; par- 
tial list of accounts shows eight 
clients, headed by Sunshine Bis- 
cuit Company and Inland Steel 
Company; minimum retainer, 
$20,000; does not handle accounts 
on a project basis; helps in select- 
ing advertising agencies, consults | 
on public relations copy, works on 
trade shows, labor relations and 
legislative problems. 


agencies, even “establishes sug- 
gested advertising schedules and 
media,” helps on all public rela- 
tions advertising, “occasionally” 
works on trade shows, does not 
work on labor relations or legis- 
lative problems. Company has a 
sizable commercial film business 


, 


47 
writes and produces, uses own 
camera crews, farms out only 


musical background and record- 
ing, and has made films for, 
among others, the Bituminous 
Coal Institute, State of Florida 
Tourist Commission and American 
Cyanamid Company. 


Hamilton Wright Organization, | 
30 Rockefeller Plaza, New York, | 
prewar foreign branches have not 
yet been reopened; Hamilton 
Wright Sr., president; Hamilton | 


Wright Jr., vice-president and | 
general manager, and Richard 
Wright, secretary-treasurer; lists 


12 accounts, headed by Egyptian | 
Tourist Commission, Government 
of Canada and Reuben H. Don- 
nelley Corporation; no minimum 
retainer fee; no temporary ac- | 
counts (under six months); helps 
in selecting or selects advertising 


principal accounts. 


clients. 


Omitted are several nationally-known publicists who specialize 
primarily in theatrical, motion picture, concert, sports or resort 
exploitation and serve occasional industrial clients. 


Public Relations Firms Name 
Their Leading Clients 


A representative group of large public relations organizations 
and publicity firms—all with estimated 1946 fees of $100,000 and 
more—have furnished ADVERTISING AGE the following list of their 


In a number of cases they disclosed very few or none of their 


Ames & Norr 
Assn. of American Soap & Glycerine 
Producers 


Mr. Whanger felt Junior was just showing 
marked mechanical aptitude last Sunday when 
he told all about the new oil burner that was 
being installed next door... But Mr. W. has 
been aware of oil burner ads all week! 

By some strange coincidence, almost every 
time Mr. Whanger decides to buy something 
for the house, Mrs. W. and the child BD 
made the identical decision : 


—only somewhat earlier! 


lr you HAVE children, you 
know how it is! If you haven’t, 
note those of your friends! 
And observe that advertising to ~ | 


Because advertising to young people is the 
surest way of pushing the future faster into the 
present, and making sales sooner than many of 
the prospects suspect ... 

No specific medium to reach young people? 
Look around the Whanger house—or any of 


Wi 


young people is more than a future investment! 


These comics magazines 
not only reach 90%, of the 
youngsters in those homes— 
but 40°, of the adults as well! 
(Don’t Mr. and Mrs. Whanger 

| believe in keeping up with 
@ their children?) Today an 


all-family medium—the comics cost only about 


the fourteen million homes with children from 
eight to twenty—and you'll see where some of 
the 50 million comics magazines go every month 
...more circulation than all the major general 
magazines combined! 


one-third as much as general magazines! 
With enough space or time, we could tell 
you all about National Comics... best in the 
field, 8 million ABC circulation, reaching 90°, 
of comics magazines readers... the contents 
supervised by a board of psychologists and 
educators ...and also some very significant 
result stories! If you give him the time, one of 


our representatives will! Just say when... 


tit THE NATIONAL Comics Group 


RICHARD A. FELDON CO., National Advertising Representatives 
205 East 42nd St., New York 17, N. Y. + Chicago + Los Angeles + San Francisco 


| 
| 


American Gas Assn. 
Controllers Institute of America 
National Broadcasting Company 
Candle Manufacturers Assn. 
Fiscal Council, Ine. 
Fiduciary Counsel 
Management Planning of Washing- 
ton 
National Council of Salesmen’s Or- 
ganizations 
Baldwin & Mermey 
Sterling Drug, Inc. 
Carnegie Corp. of N. Y. 
Hershey Corporation 
Abraham & Strauss 
Baker & Co. 
National Wholesale Druggists Assn, 
Channing L. Bete Co. 
Rubber Manufacturers Assn. 


—are now available at your 
local art supply dealer 


SUPERIOR 
ILLUSTRATION BOARD 


100% rag content permanent 
face paper. 25% heavier than 
any other illustration board— 
imported or domestic 

Hot Pressed Surface (H.P.) 
Hard smooth surface for pen and 
ink. Will take the finest cross 
hatched lines without feathering 
of pick-up. 

Cold Pressed Surface (C.P.) 
Has sufficient texture to take 
wash and water color perfectly. 
Not too rough for pen and ink. 
SIZES: 

22''x30’' $ .90 sht. $10.00 dz. 
30x40" 1.65 sht. 17.50 dz. 
(Min. mail order 1 doz. sheets) 


MARSH 
BRISTOL BOARD 


Has an in-between surface that is 
neither kid nor smooth but is 
just right for pen and ink work. 
e SIZE: 22” x 30” — 3 ply only 
Per sheet $ 40 
Dozen 4.00 
Pkg. of 50 15.00 
* (Min. mail order 1 doz. sheets) 
a E-Z FRISKET 
yt _ An adhesive coated frisket paper 
e SS that comes prepared for immedt- 
Vg | ate use. No mess no rubber 
cement no waiting no 
guesswork. Juste strip off protec- 
S SS tive backing sheet 
Desk Roll: 
24° x 5 yds. $3.00 per roll 
a Jumbo Roll: 
24” x 20 yds. 10.00 per roll 
PRESTO-TYPE 
a To ‘set’ your own type headings 
Each plastic sheet contains sev- 
A eral complete alphabets in a 
Mev sharp, opaque black or white on 
e a crystal clear transparent back- 
SY —— Place the self-adhering 
letters directly on your artwork 
: for perfect reproduction copy for 
. offset, multilich or letterpress 
75c PER SHEET 
Large selection of type faces 
. available to suit every need 
TRACING, VISUAL 
AND LAYOUT PADS 
e Tracing Vellum Pads (100% 
rag, transparent, for overlays, 
thy 50 sheets) 
+ Ah ? Size: 

a 11 x 15° $1.00 ea. $12.00 dz. 
Sif 15 x 22” 2.000a. 24.00 dz 
“- Imperial Visual Pads ( White, 

= transparent, for layours. 85 
sheets ) 
oper Se rn 7” $1.00 $10.00 d 
ren J z 
7 a 19 x 24" 2.00 ea. 20.00 dz. 
an 


descriptive 
literature 


ASK YOUR DEALER TODAY 
or order direct from 


Aernur Brown ¢ sro. 1 


67 West 44th St., New York 18, N.Y. 
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Rubber Development 
British Export 


Bureau | Jacqueline Cochran Cosmetics 
Trade Research Or-| Goodyear Aircraft Corp. 


ganization | Goodyear Tire & Rubber Co. 
Fall River Textile Manufacturers | Hill Diesel Engine Company 
Assn. | Ideal Power Lawn Mower Company 


Western Mass. Electric Company 
Franklin County Public Hospital 
Edward L. Bernays 
No list of clients 
H. A. Bruno & Associates 
Atlas Corp. 


| Indian Motocycle Company 
| Jenkins Bros. 

| National Assn. of 
} Manufacturers 

| National Motor Boat Show (Annual) 
Pan American World Airways 


Engine & Boat 


Why send us 
your Kodachromes ? 


Because big-time users of color . . . Sunkist, TWA, Brown & 
Bigelow, Consolidated Steel, North American Aviation, to name a 
few ... have found that nowhere else can they obtain Kodachrome 
prints fine enough every time to serve as artcopy for quality 
platemaking. 

Art directors are amazed that such fine color artcopy can be fabri- 
cated from Kodachrome transparencies. 


For finest printing plates give your platemsker a Chromart Print, 
not a film transparency. And prints havs<c many other advantages: 
Chromarts can be dramatically dispiayed to your client; they show 
how the final press run will look; they can be retouched as desired, 
lettered across, pasted into final artwork and ome set of plates made 
of the whole page. 


Chromarts range from $48 to $115, depending on size. Write. 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


| American 


R. B. Rogers Companies, Inc. 

Standard Oil Company of New Jer- 
sey 

Sterling Engine Company 

Verne Burnett 

No list of clients, but includes fol- 
lowing fields: home electrical 
products, fine chemicals, pharma- 
ceuticals, radio, dyestuffs, cameras 


and films, horticultural products, 
paper products, and educational 
institutions. 


Carl Byoir & Assoc. Ine. 
Can Company 


| Bendix Aviation Corporation 


Eversharp, Inc. 

B. F. Goodrich Company 

Graham-Paige Motors Corporation 

The Great Atlantic & Pacific Tea 
Company 

Hughes Tool Company 

Libbey-Owens-Ford Glass Company 

Minneapolis-Honeywell Regulator 
Company 

Pullman, Ine. (The Pullman 
pany) (Pullman-Standard 
Mfg. Company) 

Schenley Distillers 

s.K.F. Industries, 

Tile Council 


Com- 
Car 


Corporation 
Ine, 

of America 
Campbell-Wirtz Associates 


Harry M. Coleman & Co. 
Stewart-Warner Corporation 


hau ~ not listed 
| 
| 


Alemite Corporation 

Stewart Diecasting Company 
United Wallpaper, Inc. 

Varlar, Ine. 

Trimz Company, Inc. 
Cook Electric Company 
fiamble-Skogmo, Inc. 
| Omar, Ine. 
Bassick Corporation 
Investors Syndicate 

aries 

Dudley, Anderson & Yutzy 

American Meat Institute 
Corn Industries Research 

tion 
| Reader’s Digest 
| Florida Citrus Commission 
Can Manufacturers Institute 
| Cotton Textile Mills Industry 
| Cereal Institute 

Fred Eldean Organization 

| American Petroleum Institute 
| Firestone Tire & Rubber Company 
| Institute of Carpet Manufacturers 
| Radio Manufacturers Assn. 
| Fire Protection Institute 
| Trolley Coach Committee 
Flanley & Woodward 

Grocery Manufacturers of America 
| Converted Rice, Ine, 


and Subsidi- 


Founda- 


Noon to 12:30 is a genuine “High 
Hooper” with the KFH Ark Valley 
Boys on “CHOW TIME.” The show 
has fun... music... news... 


everything their huge audience likes. 


The “‘boys'’ have been building a KFH 
audience since 1939. For the past nine 
years, they've been a feature attraction at 
the Kansas State Fair, and their special 
appearances and dance engagements 
have won them thousands of additional 
friends. Everybody loves ‘em and 
their sponsors, too. 


Sold on a half or quarter-hour strip basis. 
See any Petry office. 


*Winter-Spring, 1946, 1947 


WICHITA IS A HOOPERATED CITY 


— 


WICHITA 


CBS $000 WATTS DAY AND NIGHT 


... witha HOOPER of I1.2* 


| 
| 
| 
| 


St. Elizabeth’s Hospital, Utica, N. Y. 
St. Joseph’s Hospital, Syracuse, N. Y. 


Orange-Maplewood, N. J. Commu- 
nity Chest 
Non-profit organizations, institu- 


American-Made Leather Gloves 
American Potash Corporation 
Aspinook Corporation 
Coca-Cola Company 

Electric Auto-Lite Company 
Fifth Avenue Coach Company 
Hartford Rayon 

Heyden Chemical Company 
Owens-Illinois Glass Company 
Pure Oil Company 

Union Pacific 
Western Cartridge Company 
Willys-Overland Company 
Winchester Repeating Arms 


Cities Service Company 


Foster & Kleiser Company 
Title Insurance & Trust Company 


Electronic Laboratories, 
DuPage Plastics, Inc. 
Indiana Steel Products 
Vapor Car Heating Company 
Keeley Institute 

Scott Radio Laboratories, 
General Outdoor Advertising 
Finn Ronne Antarctic Expedition 


American Iron & Steel Institute 
Shipbuilders Council 
Aircraft Industries Assn. 

National Retail Dry Goods Assn. 
Consolidated Vultee Aircraft Corpo- 


Avco Mfg. Corporation 


tion 
Clients not listed 
Institute of Public Relations 


Cities Service Gas Company 


are 


Charles W. Gamble & Associates 


tions, chambers of commerce, and 
travel organizations 
Steve Hannagan 


Railroad 


Com- 
pany 


Dr. Rex F. Harlow 


William R. Harshe 
Inc, 


Inc. 


Hill & Knowlton 


of America 


ration 


Spencer Huffman 
Largely financial, governmental & 
newspapers, variously located 


The Joseph W. Hicks Organiza- 


(partial list) 


Distillers Corp.—Seagrams Ltd. 

(Calvert, Carstairs and Seagram) 
William R. Warner Company 
National Carbon Company 
Skelly Oil Company 
T. Financial Corporation 
Ohrbach’s, Inc. 

Ivy Lee & T. J. Ross 

Western Union 
Socony-Vacuum 
National Board of Fire Underwriters 
U. S. Cuban Sugar Council 
Rockefeller family 
Chrysler Corporation 
Pennsylvania R. R. 
Columbia Broadcasting System 


AUD y Age, Jury , 'e 
Publicity Associates 

Pan American 

Philip Morris 

Sperry Corporation 

Beech-Nut Packing Company 

Gar Wood Industries 

Lever Bros. 

Pepsodent Company 

Lipton Tea 

Bourjois 

Chanel 

Federated Department Stores 
Robbins & Barber 

American Cyanamid Company 

David S. Westheim, Inc. 

Health Insurance Plan of Greate; 


= Ss 
Printing Industry of America, [nec 
Publie Education Assn, 
Teachers’ Interest Committee 
N. Y. Employe Printers Assn. 
Robinson Associates 
Cunard-White Star Ltd. 
Direct Mail Advertising Assn. 
Outdoor Advertising, Inc. 
Research Institute of America 
Rudolph Wurlitzer Company 
Travel Expositions, Inc. 


Lawrence H. Selz Organization 
Asbestos Cement Products Assn 
Consolidated Grocers Corporation 
(including Sprague-Warner diyj- 
sion and Reid Murdoch & Co.) 

Drinking Straw Assn. 

Enameled Utensil Manufacturers 
Council 

Folding Paper Box Assn. 

Galvanized Ware Manufacturers’ 
Assn. 

Insulation Board Institute 

Liquefied Petroleum Gas Industry 

Magnesia Insulation Manufacturers 
Assn. 

Marquette Cement Mfg. Company 

National Cedar Chest Manufactur- 
ers Assn. 

National Oak Flooring Manufactur- 
ers ASSn. 

Preserve Industry Council 

Selvage & Lee 
American Railway Car Institute 
J. I. Case 
Anti-Friction Bearings Industry 
Monsanto Chemical Company 
A. E. Staley Mfg. Company 
Carrier Corporation 
Chicago Corporation 
Diamond Match 
Union Bag & Paper Corporation 

Theodore R. Sills & Co. 
Sunshine Biscuit 
U. S. Porters, Assn. 
Brunswick-Balke-Collender 
Inland Steel Company 
Refrigeration & Air 

Mfg. Company 
Monroe Auto Equipment 
National Pickle Packers Assn. 
National Kraut Packers 
Hamilton Wright Organization, 


Conditioning 


N. Y. Trust Company 
Licensed Beverage Industries 

W. fan Mack & Associates 
Atlas Plywood Corporation 
Angerman Company, Ine. 
Buffalo Bolt Company 
Carr-Consolidated Biscuit Company 
Clayton & Lambert Mfg. Company 
Coro, Ine. 
Diana Stores Corporation 
Empire Millwork Corporation 
Fownes Bros. & Co. 
The Prosperity Company 
San-Nap-Pak Mfg. Company 
Solar Mfg. Corporation 

Howard G. Mayer & Associates 
Columbia Pictures 


| W. F. Hall Printing Company 


Mandel Bros. Department Store 

Sherman Hotel 

Ambassador Hotels 

Morris B. Sachs, Inc. 

Gantner & Mattern Company 

Miles Laboratories (through Wade 
Advertising Agency) 

Boulder (Hoover) Dam Visitors Bu- 
reau 
Academy 
Sciences 
Greater Chicago Hotel Association 
Joint Civic Committee on Elections 

James F. Eppenstein, Architect 
Raymond C. Mayer 

National Noise Abatement Council 

Wilson Cabinet Company 

Gas Refrigerator Distributors 


of Motion Picture Arts & 


Gas Appliance Manufacturers Assn. 
American Institute Electrical Engi- 
neers 
Maurice Holland, Research Adviser 
George F. Meredith 
Now serving with Senate small 


business committee 


Win Nathanson & Associates 
National Needlecraft Bureau 
Govt. of Venezuela 
American Heart Assn. 

Spool Cotton Company 
Rowe Mfg. Corporation 
Heller Deltab Corporation 

Earl Newsom & Co. 

American Locomotive Company 

Ford Motor Company 

International Paper Company 

International Tea Market 
sion Board 

International Wool Secretariat 

Standard Oil Company (N. J.) 


Expan- 


G. Edward Pendray 
Crucible Steel Co. of America 


American Machine & Foundry Com- 


pany 

Brookhaven Nat'l Laboratory for 
Atomic Research (Associated Univ. 
Inc.) 

The Daniel & Florence Guggenheim 


Foundation 
Stone & Webster 


Westinghouse Electric Corporation 


| Ine. 
| Govt. of Canada 
| Govt. of Province of Alberta 
| Govt's of Holland, Belgium 
embourg 
Reuben H. 
Thousand 
rea 
Alexandria 
ist Dept. 
Watertown, 
merce 
Govt. of 
sion 
St. Mary’s School for Girls 
Mexican Tourist Commission 
Egyptian Govt. Tourist Bureau 


& Lux- 


Donnelley 
[sland 


Corporation 
International Bu 


Bay & 1000 Island Tour- 
N. Y., Chamber of Com- 


Panama Tourist Commis- 


CHICAGO SHOW 
PRINTING CO. 
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Advertising Age, July 21, 1947 


Offers Awards 
for Best Modern 
Annual Reports 


Detroir—A Detroit banking in- 
stitution hopes to stimulate wider 
use of a neglected form of prod- 
uct and personal promotion by 
offering ‘‘Business Oscars” for 

iter outstanding annual reports. to 
stockholders and employes. 

The program, sponsored by De- 
troit Trust Company, is designed 
to encourage industry to sell 
itself and its products through the 
medium of annual reports. 

Six “Oscars” will be presented 
for the best current reports to 
stockholders and six for attrac- 
tive and readable reports to em- 
ployes. Second and third place 
ition awards will be made in each 
\- classification, together with merit 
certificates. A grand prize will 


s be presented for the best com- 
bined stockholders-employes re- 
<! port. 


Sees Better Public Relations 


ry Selden B. Daume, president of | 


urers B the trust firm, said his company | 


ny “believes that modernized annual | 
etur- reports, attractive and under-— 
standable presentations of inter-_ 
esting facts, will do much to pro-. 
mote harmonious relations be-| 
tween management on the one) 
e hand and labor, investors and the | 
general public on the other. 

“We hope that the presentation | 
of these awards will focus at-| 
tention on the good work that’ 
is being done in this field by. 
on many Michigan companies, and | 

encourage additional efforts in the | 

same direction.” 

The reports, he said, will be 
separated into six different sub-| 

oning @ divisions, based on the size of) 
the company, as determined by | 

the number of employes. Only | 
companies whose principal busi- | 

sation, M ness is in Michigan are eligible | 
to participate in the awards. 

The “Oscars” will be presented | 

- Lux- @ at a banquet at the Hotel Statler | 
here Sept. 23. 


wtur- 


ation 
1] Bu 


Tour- . : 

. Premium Campaign 

5 ame A. E. Staley Mfg. Company, 
Decatur, Ill., is including in its 


ym mis- — . 
mailings a four-color recipe 


LU 10 cents plus the box top from 
a package of Cream cornstarch. 
The offer also includes a _ free 
recipe folder, also in full color, 
containing ideas for salads and 
desserts in which cornstarch is a 
basic ingredient. 

This offer is also being made 
on the “Housewives Protective 
League” radio program five times 
a week over Stations WBBM, Chi- 
cago, and KNX, Los Angeles. 
Point-of-sale display material and 
recipe folders are also part of the 
promotion for the premium cam- 
paign. 


Starts Display Contest 


National Pressure Cooker Com- 
pany, Eau Claire, Wis., is offering 
its dealers a total of $3,000 in 
cash prizes for the best “Kooler 
Kitchens” window displays fea- 
turing Presto cookers during July 
and August. Snapshots or photo- 
graphs of the dealer’s window 
mnt a sent in before midnight 
Aug. : 


A. E. Staley Launches | 


folder, which offers three alumi- | 


num salad and dessert molds for | 


Schumacher Maps Drive 


F. Schumacher & Co., New 
York, will promote its Brazil- 
liance group of printed fabrics, 
woven fabrics and wallpapers in 
a four-color page in the Septem- 
ber House Beautiful, House & 
Garden, and Town & Country, 
and the Sept. 27 issue of The New 
Yorker. Anderson, Davis & Platte, 
New York, is the agency. 


Joins Atkinson 

Lionel V. Livesey, formerly edi- 
tor of Western Home Furnisher, 
has joined the staff of Atkinson 
Associates, San Francisco and Los 
Angeles publishers’ representative. 
The company has been appointed 
to represent Script in. northern 
California and the Pacific North- 
west. 


Elects McElhone V.P. 


H. C. McElhone has_ been 
elected vice-president in charge of 
sales of Lamb Electric Company, 
Kent, O. Before joining Lamb 
Electric in 1945, he was assistant 
|to the vice-president in charge of 
| sales of Westinghouse. 
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SPORTS AFIELD 


| 


| 
| 
| 


| 


with full-color motion pictures 
and Sono-Vision 


Sono-Vision — the all-in-one cabinet motion 
picture projector — handles color film as 
efficiently as black and white. The ingenious 
new Mills Humidifier, standard equipment on 
every unit, permits delicate color film to roll on 


and on, regardless of humidity changes. 


Thus either color or black and white films can 
be used in your sales, advertising, or training 
programs — used at point-of-sale, in lobbies or 
display rooms, or right in plant or office! 

For Sono-Vision requires no darkened room, 
no constant operator attention, no wasteful 
“setting-up” time. Its simplicity and 
versatility will give a broader horizon to 

your film program. 


MILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 Merchandise Mart * Dept. 311 * Chicago 54, Illinois 
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It's a Closed Field, 
This Ex-Aspirant Says 

To the Editor: This is an an- 
swer to Bertha C. Olson’s pathetic 
letter—“Is advertising a closed 
field?”’: 

You have committed an un- 
pardonable sin. You must not ask 
advertising people a point blank 
question like that. Why? 

An advertising person cannot 
stand point blank questions. He 
will squirm. He will stutter. He 
will get hysterical. And you will 
not get a point blank answer. Be 
sure of that. 

I will answer for you, for I have 
had an experience similar to 
yours. Yes! Advertising is a 
closed field. 

I have had the unique experi- 
ence of having worked in four 


| 


This department is a reader’s forum. Letters are welcome. 


advertising agencies in the last 
three years and did not even get 


\close to being in the advertising 


business. 

I was put ‘to editing house or- 
gans, I wrote training material 
for the client of one, a large in- 


dustrial concern; at another (the) 


first) I ran errands, filed, typed, 
etc. But never did I get a chance 
to write copy. 

Oh a bitter experience it is— 
trying to get into advertising! All 
employment agency people who 
are supposed to get jobs for people 
who want to get into advertising 
shook their wise old heads and 
said: “You are too old; a man has 
no creative ability after thirty- 
five.’ (I gently reminded them 
that Leonardo da Vinci did some 
pretty good creative work at 57. 
I take it that men already in ad- 


vertising past 35 are fossils and 
no damn good.) Or they will tell 
you that you have not had enough 
| experience. 


Go into an agency and ask any 
account executive, or even the 
president, what copywriting is. 
What copy is. He will scurry to 
his files and pull out an ad and 
say: “This is copy.” Then ask 
him what good copy is. There you 
have him. He can’t tell. 

One person once shut me up by 
saying: “Whoever asks what copy- 
writing is will never be a copy- 
writer.” I wanted to be one so 
I shut up. 

But I had my own system. I 
followed copywriters about and 
studied them closely. I observed 
they ate, drank, even did more 
personal and unspeakable things, 
just like human beings. But from 


the 
OFFICE 
EXECUTIVE’S 


own 
magazine 


there on any similarity seemed to 
disappear. 
No, Bertha, you can’t get in. I 
don’t know why. I wish I did. 
As for me I’m now a printer. The 
things printers do seem to make 
sense. You can get into the print- 
ing or any other business. 
Take it from me. Were Shake- 
speare alive, or Bacon—or even 
take a modern author like Som- 
erset Maugham — were one of 
these to walk into an agency and 
ask for a job, he couldn’t get it. 
And if you or I did get into 
an advertising agency and we 
came up with a headline such 
as “A Case of Good Judgment”— 
or “Our best ads are not written— 
they are worn’”—the boss weuld 
smile, shake his head and say 
with a chuckle: “Oh no, you just 
aren’t cut out for advertising, why 
don’t you try something else?” 

They are polite. They try not 
to hurt your feelings. But you 
feel ashamed of yourself for ever 
having thought you could be an 
advertising person. 

Why? God only knows—you 
and I will never even find out! 

Witiarp L. LEONARD, 
Western Springs, Ill. 


vwy 
Strotz Made the Grade 
To the Editor: Not that it is 
of any great import, I am writing 
this letter purely to correct a 
misstatement of fact in your re- 
cent issue of June 23, under your 
column of “Getting Personal,” in 
which you state that I had to 
cancel my appearance on Duffy’s 
Tavern, as scheduled on June 4. 
This was created by the fact that 
it looked as though I would not 
be able to crawl out of my bed 
of pain to do the show, but on the 
morning of the show, I was able 
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to commemorate the 4th of July 
by devoting its weekly newspape: 
space to an appropriate message. 
The client’s first desire was to 
have the ad built around fire 
crackers and waving flags with 
the legendary fife and drum corps 
bringing up the rear. When the 
art department put its tempera- 
mental foot down, the account 
executive had no choice but to 
convince the client to permit the 
agency to submit its idea of what 
the ad should be like. 

The result was the ad shown on 
the attached insertion proof—and 


Freedom’s sun never sets 


Dedicated to the 171st Birthday of 
Decleration of ind 4 


The 
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a literal hubbub of excitement in 
the store. Old customers and new 
who visited the store that day 
almost all made some compli- 
mentary reference to the unique 


to make the grade. 
Knowing full well how accu- 
rate your publication likes to be, 


that MORK articles are listed from OFFICE MANAGEMENT & EQUIP- 
MENT than\ from any other publication. 


OFFICE MANAGEMENT & EQUIPMENT is unique in its editorial concept; 
in its exclusive devotion to the needs of office management executives 
of the nation’s largest industrial organizations, city, state and federal 
agencies. It is\ authority on office purchasing, equipment and personnel. 


Is it any wondér that its advertisers of office equipment and machines are 
experiencing sijch satisfactory results? 


To cover the retailers and 
wholesalars, 
GEYER’S TQPICS. It is the 
office equipment and station- 


ery dealers’ 


If you sell thyough dealers, 
these two maqazines make 


The RIGHT Combination 
the RIGHT combination to 


schedule completely 


cover both seg- 


ments of the market — the of- 
fice executives and the deal- 
ers who sell to them. Space 
is available in both at an 
attractive combination rate. 


GEYER PUBLICATIONS 


260 FIFTH AVENUE 


NEW YORK 1, N.Y. 


Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 


I am sending this information on 
| to you. : 
SmwneEy N. Strovtz, 

Vice-President, National 
Broadcasting Company, Hol- 
lywood. 


Upstaters Interested 
in E. J. Noble Story 


To the Editor: I have been in- 
formed that several weeks ago 
(probably in March or April) Ap- 
VERTISING AGE published an arti- 
cle on Edward J. Noble under 
the section entitled “You Ought 
to Know.” 

Since Mr. Noble is a native of 
northern New York and is well 
known here, we are interested in 
reprinting the article. May we 
have your permission to do so? 


us a copy of the issue which con- 


certain that we will be able to 
locate one. 


| grant our request. 

G. GLYNDON COLE, 
Editor, North Country Life, 
Ogdensburg, N. Y. 


vw? 

‘Wants Personal Copy 

| To the Editor: Depending on 
someone else’s copy of ADVERTIS- 


|unc Acs, as I have done since re- 


‘turning from the Navy, is a bad 
deal and I am herewy putting an 
,end to it. 

Won’t you ask your circulation 
department to enter my subscrip- | 
tion for a one-year period begin- | 
/ning with the current issue? 

ALLAN CLARK, 

D’Arcy Advertising Company, 

St. Louis. 


} 


oe we 


Ad Creates Hubbub 


To the Editor: Every once in a 
while the client accedes to the 
agency’s importuning to permit 
its art department to give free | 
rein to its imagination—with sa- 
lubrious results. 

Gene Bryer, Inc., a retail men’s | 
apparel shop, decided it wanted 


Also, would you be able to send | 


We shall indeed appreciate the | 
favor if you find it possible to| 


treatment of a subject so tritely 
treated so often. 

Proof sufficient that there’s 
more than one way to dirty a 
wall besides throwing mud at it! 
STANLEY Moss, 

The Moss & Arnold Company, 

New York. 
vw? 

‘Heads His Own Agency 

| To the Editor: Errors will hap- 
pen, even in ADVERTISING AGE. 
Your story, June 23, listing me as 
one of NIAA’s new vice-presidents 
gives my agency connection as 
Botsford, Constantine & Gardner. 
I resigned from that organization 
on May 15, to start my own busi- 
ness—and you carried a story at 
| the time announcing the new ven- 
| ture. 


GEORGE C. McNutt, 
| George C. McNutt, Advertis- 
| ing, Oakland, Cal. 
[Editor’s Note: Our apologies, 
Mr. McNutt, and our best wishes 


tained the article? We are not) for your success.] 


|  * 9 


Las Vegas Advertises 

To the Editor: In your article 
covering state advertising in issue 
|of May 5, you mention that Nev- 
ada does not advertise, but do 
| mention several non-state groups 
| that do. 
| I believe you overlook the fact 
that the Las Vegas-Boulder Dam 
area is well advertised through 
the Live Wire fund of the local 
Chamber of Commerce. Advertis- 
ing for this area of “Fun in Sun” 
has been handled for the past 
few years by the J. Walter Thomp- 


son Company. 
Dr. WILBER W. SYLVESTER, 
Las Vegas, Nev. 
vgweyY 


Calls Coverage ‘Excellent 


To the Editor: I just wanted ‘° 
comment on the excellent cove!- 


| age which your June 23 issue pro- 
_vided on the recent NIAA con- 


vention, which was held in Mi'- 

waukee. It is again typical of th’ 

high standard of performanc' 

which AA always 

matters of this kind. 

Harry G. HOFFMAN, 

Program Chairman, Hoffman 
& York, Milwaukee. 
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] 
a) GAIN AND LOSS PERCENTAGES —52 CITIES 
| MONTH 
| [ MAY 1947 = 1946 Loss GAIN 
Lore nd! a a, a a 30 ee 
| | RETAIL 17.1 | -_ | 
| | conenas 26.4 T 
AUTOMOTIVE 87.2 | T 1 
| FINANCIAL 4.7 oH 
| TOTAL DISPLAY 20.8 , | 
| CLASSIFIED 17.5 een eel | 
| TOTAL ADVERTISING | 20,0 pe 
| DEPARTMENT STORES | 9.0 | | | | 
ACCUMULATIVE 
JAN, I-MAY 31, 1947-1946 | LOSS eS T= eee 
CLASSIFICATION [mecu | 20000 10 ae Ss cS 
RETAIL | 16.6 
| GENERAL 17.1 | 
| AUTOMOTIVE ..... 78.8 | 
FINANCIAL -jotbel | 
| TOTAL DISPLAY 17.9 
CLASSIFIED -......-.... ] 1660 
TOTAL ADVERTISING | 17.4 | 
| DEPARTMENT STORES. | 12.5 i J 


AUTO LINAGE LEADS IN MAY—Newspaper advertising in 52 cities, meas- 
ured by Media Records, shows the automotive classification leading others 
with a gain of 87.2%, compared with May, 1946. Total advertising gained 


17%. 


In the Jan. |-May 3! period, all classifications except financial show 


substantial gains, with automotive 78.8% ahead of the same classification in 
the five-month period last year. 


‘World-Herald’ 
Study Shows More 
Women Use Soap 


OmaHA—Women here may not 
look so fancy as last year, but 
they’re cleaner. 

According to the 1947 World- 
Herald “Consumer Analysis,” there 
isn’t one now who doesn’t use soap 
to wash her face and hands, or 
for her bath. This is an improve- 
ment: last year only 99.8% used 
toilet soap. 

On the other hand, fewer women 
use lipstick, rouge, face powder, 
facial cream and nail polish. The 
percentage has declined slightly 
in each classification. 

Meanwhile, Omaha men are 
drinking more. Although drink- 
ing less whisky than last year, 
and less Scotch, the men are 
drinking a lot more wine and 
cordials. They are smoking more, 
too, especially in the upper in- 
come group. 

The World-Herald survey, the 
third it has made, gives no an- 
swers to why these changes have 
occurred. The “Consumer Analy- 
sis,’ conducted by the newspaper’s 
survey department, is patterned 
on the survey made for many 
years by the Milwaukee Journal. 


Margarine Buying Up 


The survey, in 162 pages, covers 
Omaha and Council Bluffs, Ia., 
buying habits—in numerous food 
classifications, in soaps, toiletries, 


beverages and other’ product 
groups. 
It shows, for example, that 


more people are buying margarine 
now than last year—59.3% in 1947 
against 38.5% in 1946 and 47% 
in 1945. Swift’s Allsweet, tied for 
lirst last year with Jelke’s Good 
Luck margarine, now leads with 
25.4%, while Good Luck has 
dropped to fourth place with 
11.8% of the market here. 
Somewhat fewer families 
47.2%) are buying quick-frozen 
foods than last year (51.5%). 
Bird's Eye has two-thirds of the 
Sales, 

Four-fifths of housewives now 


use detergents, against about) 
‘tree-fifths last year and one- 
fourth in 1945. Dreft has 74% 


of the market and Vel 26.2%. 
Eighteen brands of detergents are 


being sold here this year, against | 


39 last year and 15 the year be- 
lore 


Nearly three times as many 
‘amilies (17.8%) now use air 
‘eocorizers as last year. Aijir 
Wick, with 30.1% of the market, 
the leader. 

Lucky Strike cigarets have 


taken the lead here, among both 
men and women smokers. With 
31.8% of men smoking Luckies, 
against 30.9% last year, the brand 
has taken first place from Camel, 
which dropped from 34.1 to 29.8%. 
Chesterfield’s share has increased 
from 16.7 to 17.38% and Philip 
Morris has dropped from 8.4 to 


6.8%. Among women smokers, 
32.5% prefer Luckies, 20.6% 
Camels, 18.3% Chesterfield and 


8.9% Philip Morris. 
Lists Consumer Preferences 


The study shows that men in 
the lower income group smoke 
more cigarets, richer men smoke 
the most cigars, and middle-class 
women smoke less than other 
women, It also shows that women 
in upper income groups are more 
disposed than other women to 
buying one-piece combination 
foundation garments, and women 
in the low-income group buy the 
most brassieres, per capita. 

The survey also shows that 
three-quarters of Omaha families 
will take a vacation this year; 
43.9% of the men are making more 
money than last year, and a third 
are making less; Saturday is the 
big grocery-buying day, and more 
people (now 36%) own dogs. 


COSMETICS BUYING 
SURVEYED BY ‘GLOBE’ 


St. Lours—The Globe-Democrat 
has published its second annual 
“St. Louis at Its Face Value” 
cosmetic survey, showing com- 
parative standing of brands of 
cosmetics and dentifrices among 
women in this city and suburban 
area. 

The study, based on a sample 
of 2,000 women, shows where the 
items are bought; how much is 
spent monthly by housewives, 
office employes, manual workers 
and students, and how many 
women received gifts of the items 
at Christmas. 

Leading brands here are Pond’s 
cleansing cream; Coty cologne, 
perfume and face powder; Arrid 
deodorant; Pacquin hand cream; 
Halo and Lustre-Creme shampoo; 
Jergens hand lotion; Revlon lip- 
stick and nail polish; Toni home 
permanent; Max Factor rouge; 
Dr. West’s toothbrush and tooth 
powder; Colgate tooth paste, and 
Listerine mouth wash. 


Plans Tie Cleaning Week 


The Sanitone division of Emery 
Industries, Inc., Cincinnati, has 
designated Aug. 3-13 as National 
Tie Cleaning Week. The cam- 
paign is keyed to the headline 
“Wife Surprises Hubby with New 
Ties for Old,” with copy to ap- 
pear in the August issue of Ladies’ 
Home Journal, La Revue Moderne 
and Maclean’s and in the Aug. 3 
issue of The Saturday Evening 
Post. Ruthrauff & Ryan is the 
agency. 


Agency Changes Name 


Manning & Russell Advertising 
Agency, San Francisco, has 
changed its name to Manning, 
Russell, Harris & Wood, Inc., with 
the addition of King Harris, for- 
merly with Edward Petry Com- 
pany, radio station representative, 
and Parker Wood. 


Publishes NY Edition 


The first issue of the New York 
edition of the Manila Chronicle, 
one of the leading English-lan- 
guage dailies of the Philippines, 
appeared July 14. Present plans 
are for the edition to be issued bi- 
weekly. 


Names Mulholland 


James S. Mulholland Jr., for- 
merly sales engineer of Patterson- 
Kelley Corporation, has joined the 
sales staff of Reinhold Publishing 
Corporation, New York, as repre- 
sentative for the American Chem- 
ical Society publications. He will 
cover New York state and part 
of New York City. 


Sponsors Football Games 

Standard Oil Company (Indi- 
ana), Chicago, this fall will spon- 
sor broadcasts of all football 
games of the Universities of 
Iowa, Michigan and Nebraska; 
the away-from-home games of 
the University of Minnesota, in- 
cluding previews and reviews of 
all Minnesota football games; and 
all regular season games and play- 


L.-T se 


51 


off or championship games of the 
Chicago Bears. 


Trade Group Names Sibel 


Ed Sibel, formerly in the re- 
search division of the Oklahoma 
City Chamber of Commerce, has 
been named secretary-manager of 
the Printing Industry of Okla- 
homa City. 


7 AND MEDIUM RUNS 


THE VERITONE COMPANY 


S57 W. GRAND AVE., ° CHICAGO 10 
WHITEMALL S957 


ThelIME Advertising Eluz wan 


HOW DO YOU 


RATE AS AN ADVERTISING 


EXPERT? 


HERE’S A WAY TO TEST YOUR KNOWLEDGE. 
(Answers below, upside down) 


Jones & Laughlin Steel Corporation advertises in TIME to 


reach all but one of the following groups: 


industry). 


® The Texas Company advertises in TIME because among 


TIME’s 1,500,000 families they find they can reach three 
of the following groups: 


A. Texas Company stockholders (pretty sure to be clus- 
tered in any group whose average income is $7300). 


B. 1,303,000 families who own one or more cars; 273,000 
who own two or more. 


C. 76,796 Texans. 


D. Expatriate Texans all over the country, suh. 


E. Higher-income motorists who can afford premium-priced 
oil and gasoline, drive their cars (in normal times) 50% 


more miles per year than average U. S. drivers. 


B. Influential Time-readers in Wall Street and Washington 
(where so many decisions affecting steel originate). 


E. Time-reading purchasing agents and engineers (to famil- 
iarize them with J&L’s steel and steel products). 


A, 658,500 TimME-reading executives in all industries (to main- 
tain familiarity with J&L’s name as a major factor in the steel 


C. The building industry (to introduce the new ‘“‘Jayanell”’ 
beam—J-shaped at one end, L-shaped at the other). 


D. Their 39,000 employees (J&L reprints their Time mes- 
sages in their house organ, posts them in the plants, etc.), 


American Export Lines is one of the many steamship com- 
@ panies who advertise in TIME to reach all but one of the 


following groups: 


A. Influential people (particularly in inland communities) 
to impress them with America’s need to retain a strong 


merchant marine. 


B. The 409,500 Time-reading men in manufacturing com- 


panies, many of which ship products abroad. 


C. The thousands of Time-readers who have ofhces high on 
New York’s skyline, like to watch the ships going in and out 


of the harbor. 


D. The hundreds of America’s leading travel agents who _ 


prefer Time to any magazine they read. 


E. The 970,500 Time-readers who tell us they hope some 


day to take a vacation cruise. 


You can do one thing with your advertising in many magazines. But you can do many 


—— things with your advertising in one magazine—because that one magazine has a ——, 
primary audience of more than 3,000,000 people who are many things to any advertiser. 


Theres ALWAYS an EXTRA 
REASON for Advertising in 
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_ New Firm Offers 
_ Wrapping Paper 
_ to Identify Stores 


New YorK—Stores have long | 
known that their packages under | 
the arms of customers have defi- 
but one 


'|of the first companies formed to 
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capitalize on it started here re- 
cently. 
Called Papers in Motion, Inc., 


‘| it is offering department stores a| 


complete unit of wrapping papers, 
all carrying the same design. 

The unit consists of inside tis- 
sue, counter rolls, gift-wrap and 
carry-home bag, and .the com- 
pany is offering a department 
store in each city the unit in a 
design called “Fifth Avenue 
Stripe.’ The mailing went to 
stores during the last week in 
June, and results, -according to 
Peter C. Hitt, head of the com- 
pany, have been spectacular. 

Mr. Hitt worked with Jordan | 


|Marsh Company, Boston depart-| 


ment store, following his gradua- | 
tion from Yale in 1935, and sub- | 


|sequently joined Look where he 
‘helped develop its store display | 
|program. He served in the Navy | 
bear the war, and held the rank | 


of lieutenant- commander. His 
brother is Hamilton Hitt, vice-| 
president of Metasco, export and 
import subsidiary of Allied Stores | 
Corporation. 


| 


Gets Airplane Account 


Bellanca Aircraft Corporation | 
of Delaware has placed its adver- | 
tising with Thomson, Sava & Va-. 
lenti, Inc., New York. Trade pub- | 
lications, magazines and newspa- | 
pers will be used, featuring Crui- | 
sair, Bellanca’s four-place per-| 
sonal plane. | 


eines oathitiac | 
Three Name Crawford 


Ned Crawford & Associates, Los 
Angeles, has been named to handle 
the publicity and promotion for 
the fourth annual Southern Cali- 
fornia Industrial Exposition (Aug. 
| 16-24); the Bendix Air Race 
Erne 30), and Caroline Leonetti 


ACT FINDERS ASSOCIATES Inc. 
recognized top-flight national 


survey organization made a _ per- 
sonal face-to-face check on owners 
and employees of wholesale and re- 
tail organizations in the fueloil and 
oilheating business in 21 cities. The 
list was entirely of their own selec- 
tion. Many important facts about 
this and other publications in the 
field were uncovered in this 
thorough survey; facts about 
reading habits, number of 
readers, length of life of a 


publication, etc. 


FUELOIL & OIL HEAT 


Telephone 


revealed b 


a recent 
personal 
interview 
survey by 
FACT 
FINDERS | 
ASSOCIATES 


Among one of the most important 
facts was this: 


EACH COPY OF *‘‘FUELOIL 


& OIL HEAT” IS READ BY 


AN AVERAGE OF 3 (plus) 


PERSONS IN THE OILHEAT- 
ING AND FUELOIL BUSINESS 


Think how 


this 


this 
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this one fact increases 


the visibility of your advertising to 


big, rapidly growing 


market. Write today for fur- 
ther details of the survey 
and of the market served by 


publication. 


Madison Ave., New York 16 


LExington 2-4566 


WUEAU 
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Harry Ingram, director of the NBC “Big Story,” and Gail Aus- 
trian, staff writer with Foote, Cone & Belding, who assists him on 
the show, were married July 20 in Ridgefield, Conn. Gail’s home 
town. The couple met three months ago when she joined the agency 
to assist on the program... 

Avoiding explanations dept.: Charles D. Truman, n.a.m. of 
Downtown Shopping News, L.A., always hands in two cards when 
he makes a call. One is the conventional engraved business card. 
The other, also engraved, says: “NO... NO RELATION!” .. 

The 180,000 words Warren C. Platt wrote overseas as a war cor- 
respondent have been rewarded by a War Department citation for 
“outstanding and conspicuous service.” Mr. Platt, pres. of National 
Petroleum News, Cleveland, also received an E.T.O. ribbon. . . 

John G. Fitzhugh, who started with the Santa Fe Railroad as a 
messenger boy when 
he was 12, retired 
July 1 at 68, as pub- 
lic relations repre- 
sentative. Among 
those at a testimonial 
dinner in Houston 
were Fred G. Gurley 
of Chicago, Santa Fe 
pres.; Lloyd Gregory, 
v.p. and gen’l mgr., 
Houston Post, who 
emceed, and Ted 
Dealy, publisher of 
the Dallas News, 
who is giving Mr. 
Fitzhugh a new job 
in the News’ public 
relations dept... 

Roger L. Wensley, 
pres. of G. M. Bas- 
ford Co., New York, 
and Mrs. Wensley 
left for Europe on 
the Queen Elizabeth 
July 17 to visit Bas- 
ford’s correspondent agencies in England and on the conti- 
nent... Leverett Lyon, chief exec of the Chicago Association of 
Commerce and Industry, has been elected to the board of trustees 

of the Brookings Institution, Washington. Mr. Lyons participated in 
the organization of Brookings, and was its exec. v.p. before taking 
the Chicago post. . 

Fairfax M. Cone, chairman of the exec. committee of Foote, Cone 
& Belding, is chairman of the 12-man public relations committee of 
Chicago’s Community Fund campaign, which is getting set for fall. 
Heading the advertising and publishing section of the drive is 
Edward G. Gantner, v.p. of Manz Corporation. . 

Rinehart & Co. will publish this fall a collection of “Tales Mein 
Grossfader Told,” which have appeared in the SEP. They are the 
work of Dave Morrah, who also works for Bradham & Co., Greens- 
boro, N. C., agency, as art director... Amon Carter Jr., treas. and 
a director of the Fort Worth Star-Telegram, was elected pres. of 
the Texas Prisoners of War Club at a reunion at which Gen. 
Jonathan Wainwright and the governor of Texas were guests. Mr. 
Carter was captured by the Germans in the early days of fighting 
in North Africa... 

Edward Mazzucchi, account exec for export of Fuller & Smith & 
Ross, has left for a three-months survey of advertising and sales 
promotion opportunities in South America for F&S&R clients. . . 


LUCKY DAY—Six bass averaging four pounds 

each are proudly displayed by Chicagoans Bill 

Rutenberg, Chicago manager of James M. Huber 

Co.; Les Gage, western manager, Macfadden 

Women's Group, and John F. Pollock, True Story. 
The scene is Lake Laura, Wis. 


SAFE—Mel Brorby, vice-president of Needham, Louis & Brorby, Chicago, was 

ruled safe in this photo finish of his run to first. That's Jack Louis [also ¢ 

v.p.) with the ball in his hand. The scene is the annual outing of the agency $ 
men at Dellview, Wis. 


Dave Driscoll, WOR’s news and special features chief, and M's 
Driscoll will return to New York Aug. 14 on the S.S. America afte! 
a combination business-vacation trip to Europe. .. Ted Bates, Inc., 
has set up an annual Ted Bates School Art League Award, to be 
presented annually to “the most talented and promising art student” 
in New York City’s school system. The city’s Board of Education 
is cooperating, and winner of first award, George Costa of the 
Abraham Lincoln H.S., is getting experience in the agency’s a’! 
department this summer... 

Francis L. Harris, salesman in the Detroit office of America! 
Type Founders Sales Corp., who served in the Army from May 194- 
to September 1945, has been awarded the Army Air Medal wit 
three oak leaf clusters’ “for meritorious service” as a radio opera- 
tor on a transport plane in the Mediterranean area... 
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544 in 10 Cities 
Take 4A’s Exam 


New YorK—A total of 544 can- 
didates participated in the first 
American Association of Adver- 
tising Agencies examination given 
in 10 cities to attract high-caliber 
young people to the agency busi- 
ness and to screen them for spe- 
cific jobs in the field. After the 
tests are scored, the names and 
examination records of successful 
candidates will be made available 
to member agencies in each of the 
10 cities. 

In the examination, conducted 
by the New York Council (detailed 
figures on all councils and chap- 
ters are not yet available), 393 
application forms were given out, 
226 were filed and accepted, and 
188 persons actually took the test 
—_of whom 167 were men, and 21 
women. 

Greatést interest was shown in 
copywriting, 96 electing to answer 
this section of the “knowledge” 
test. Next came contact, plans and 
merchandising, with 52; mechan- 
ical production, 50; media, 43; 
radio, 31; research, 30; and layout 
and art, 24. 


Majority Under 30 Years 


A total of 126 in the New York 
test were under 30 years of age 
and 62 over 30; 86 were college 
graduates, and 128 had taken 
courses in advertising. 

The number of candidates tested 
in each city follows: Boston (New 
England Council), 81; Cleveland 
(Cleveland Chapter), 38; Los An- 
seles (Southern Cal. Chapter), 
89; Milwaukee (Central Council), 
20; Minneapolis (Twin City Chap- 
er), 29; New York (N. Y. Coun- 
il), 188; Philadelphia (Atlantic 
ouncil), 42; Pittsburgh (Pitts- 
urgh Chapter), 28; Portland 
(Ore. Chapter), 19, and Seattle 
(Wash. Chapter), 10. 


iscose Personalizes | 
1946 Annual Report | 


American Viscose Corporation, | 
ew York, has scheduled 1,290- 
line insertions in plant city news- | 
apers for a personalized annual | 
eport, showing “our family bud- | 
ket for 1946.” Termed ‘a report) 
0 the 22,755 men and women of | 
merican Viscose on the financial | 
tatus of their corporation,” the) 
hd explains: ‘“‘We took in $139,- | 
B98,426 in 1946 and this is how 
'e spent it,” itemizing amounts 
or raw materials, wages and) 
salaries, depreciation, taxes, divi- | 
lends, and future needs, each with | 
hn explanatory paragraph. Amer- | 
can Viscose sales for the year | 
ere $138,826,505. 
J. M. Mathes, New York, is the | 
bency. 


GM Launches Contest 


General Mills, Minneapolis, is 
giving away 200 portable Webster 
wire recorders to winners in a 
contest for completing, in 10 addi- 
tional words or less, the sentence 
“T like Cheerios Walt Disney 
pocket-size comic books because 
: .’ The contest is being an- 
nounced on the “Green Hornet,” 
“Famous Jury Trials” and “Lone 
Ranger” radio programs over 
ABC. Entries must be accompanied 
by one Cheerios box top. 


Names Vladimir Agency 


Export advertising of Rogers 
International Corporation, with 
which is associated the Indian 
Motocycle Export Corporation 
and Armstrong Rubber Export 
Corporation, will be handled by 
Irwin Vladimir & Co., New York, 
effective immediately. 


Plans Expansion 

The Niagara Falls Gazette Pub- 
lishing Company has purchased 
property adjoining its building for 
expansion of the newpaper’s plant. 
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“SEBCing you’’... in INDIANAPOLIS 


WibC 


1070 KC 
5000 WATTS 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES BASIC MUTUAL 


The INDIANAPOLIS NEWS Station 


“Sportsman’s Corner” Comes On 
—and the Week-enders Are Off! 


Among the outdoor enthusiasts of Indiana, the week-end officially 
begins Thursday evening at 7:45 (C.D.S.T.), when “Sportsman’s 
Corner” comes on the air via WI BC. With Public Events Di- 
rector Gordon Graham as guide and chief yarn-spinner, “Sports- 
man’s Corner” provides a fast-and-fun-packed fifteen minutes of 
late information on where the bass are biting and what conserva- 
tion clubs are doing in outdoor Indiana. There’s a prize every 
week for the best true story about hunting or fishing . . . and 
always a word about some special spots for the family’s week-end 
outing. “Sportsman’s Corner” has a firm hold on the ears of 
Hoosier anglers, nimrods and other out-of-doors fans. So, if your 


product is designed for their use, contact your John Blair Man 
for complete details. 


Aw, shucks...he’s gonna kiss her! 


ssues New York RR Map 


The New York State Depart- 
lent of Commerce has published 
map showing railroad lines and 
# lations in New York State. Also 
a. cluded on the map is a table 

Ving railroad distances between 
* ew York State cities. Free copies 
o lay be obtained from the New | 
* ork State Department of Com- | 
he. herce, 112 State St., Albany 7. 
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Free advice to Hollywood: 
Lay off the love stuff in horse 


’ 


operas. Kids like their cowboys ’n’ 
Indians straight—no chasers. 


Movie cops are 20 years behind 
the times in their treatment of tax- 
paying citizens. Less rough stuff, 
more charm! 

Real district attorneys, unlike reel 
ones, are hard-working gents who 
seldom crack wise, seldom do their 
own sleuthing. 


Authority for these Great Truths 
is owlish Will Jones, movie critic 
of the Minneapolis Tribune and 
inventor of the Guest Expert (or 
Guinea Pig) School of Motion 
Picture Reviewing. 

Jones knows. He takes a qualified 
authority with him to a movie and 
bases his critique on the expert’s 
opinion. 

Jones took a stenographer to see 


“The Shocking Miss Pilgrim,”’ epic 
of the nineteenth century girl office 
worker. Verdict: good fun——but why 
no carbon paper in the typewriters? 


Jones took a genuine District At- 
torney to see “Mr. District Attor- 
ney.”’ He took a Minneapolis De- 
tective-Inspector to discover who- 
dunit in ““‘Lady in the Lake.” He 
took a divorce court judge to see 
“Child of Divorce.’’ He counts heav- 
ily on the advice of small boys in his 
reviews of westerns and cartoon fea- 
tures. Jones took his barber to see 
“The Razor’s Edge.” He is still 
looking for a Minnesota buck deer 
competent enough to pass judgment 
on “The Yearling.” 


Such slaphappy movie reviewing, 
followed up by shrewd, knowing 
comment from Jones himself, keeps 
his Minneapolis Tribune column 
high among best-read favorites in 
the Upper Midwest’s best-read 


newspapers. On the serious side, 
Jones has been a professional motion 
picture critic for newspapers since 
the age of 13. While still in high 
school he won a national prize for 
producing the best educational 
home movie of the year. 


Will Jones is typical of the 
younger staff members of the Min- 
neapolis Star and Tribune whose 
leavening of fresh, lively entertain- 
ment and human appeal earn and 
keep reader interest among the 
largest newspaper audience in the 
Upper Midwest. 


MORE THAN 


30.000 Sunday 
420,000 Daily 


in the 
& UPPER MIDWEST 


Minneapolis Star 2x7¢ Tribune 


JOHN COWLES, President 
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WOMAN’S HOME COMPANION .. . 


NEWSI 
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FIRST IN PUBLIC SERVICE! During the past four years the 
nion has carried more Public Service features than any other woman's 


e — nearly 200 articles on subjects of vital national interest. These 
. have gone 


Compa 
magazin 
have been picked up by newspapers and radio commentators . . 
out on press association wires . . . have been read into the Congressional Record 

have traceably influenced legislation. They have keen reprinted by 
h and women’s groups. No wonder 


hundreds of publications, social, civic, churc 
the Alert Woman buys and reads the Companion! 


AVERAGE MONTHLY CIRCULATION OVER 3,700,0% 
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NEWSPAPER ADMEN BUY A DRINK—Members of the Newspaper Advertising Executives Association continued their prac- 
tice of giving an agency reception at their meeting in San Francisco. Some of the guests included: upper left, Robert 
Barthold, McCann-Erickson; Pendleton Johnson, JWT; Herbert K. Reynolds, Foote, Cone & Belding; Russell Pierce, JWT; 
John Messler, FC&B. Upper right, John Tims, New Orleans Times-Picayune; Mrs. A. J. Babcock; Eva Ross and Claire 
Green, Brisacher, Van Norden & Staff; Marcia Cochrane, daughter of Roswell Cochrane, McCann-Erickson; Aubrey Murray, 
New Orleans Times-Picayune. Lower left, Don Belding, FC&B; R. A. Nelson, Moloney, Regan & Schmitt; Russell Eller, Cali- 
fornia Fruit Growers Eedlenbe: Richard Downey, FC&B. Lower right, John Wiley, JWT; Abbott Rhiele, Biow; Phipps Ras- 
mussen and Burton Granicher, McC-E; Lowell Mainland, Phillips Beach and Charles Emerich, JWT. 


AGENCY GIVES SABBATICALS—M. Glen Miller, head of M. Glen Miller 
agency, Chicago, smiles jovielly as Nellie Mason, stenographer, gets gifts from 
other members of the staff before she leaves for Glacier National Park on 
the first leg of a sabbatical tour of the U. S. Impressed with the fact that 
the average employe can never hope to have a full year of relaxation during 
his business life, Mr. Miller provides a sabbatical year, with full pay, after 
each six years of service. The only stipulations are that the time be used for 
self-improvement, either travel or study, and that the vacationer write a letter 
to the office once a week. 


NO RS enanypooe none cece ei 


| Resove twar Fur Corr 


POURING ON THE POWER—Art Strader, Sacramento commercial artist who lapses into his former 
role of vaudevillian at the slightest opportunity, turned up at one of the luncheon meetings of the 
Advertising Association of the West with a set of brand new very-roughs to demonstrate his thesis 
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NATIONAL AWARD—Worth Wright, 
classified advertising manager of the 
Pasadena Star-News, is holding the 
publisher's trophy recently awarded 
that paper by ihe Associated Classi- 
fied Advertising Managers for the 
“most notable service in promoting 
classified advertising" during National 
Want Ad Week. 
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100% more than at present. Hence the "Fulladents tooth paste in powder form”; 
cockeyed story; the man bites dog ensemble; and the "proof positive’ shampoo ad, as well as 
numerous others too potent to disclose to public view. Accompanying his samples was a line of 
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SIGN FOR 'REPORTER'—Apparently pleased about Swift & Co.'s sponsorship 
of the "KLZ Farm Reporter" are these representatives of the advertiser, agency 
and the Denver station. Left to right, seated: Hugh Terry, KLZ manager; 
J. M. Simpson, director of agricultural research for Swift; Lowell Watts, who 
handles the show, and George Brown of Swift's advertising staff. Standing: 
Main Morris, KLZ national sales chief; W. D. Horne Jr., vice-president of 
Needham, Louis & Brorby, and Frank McKnight, of Swift's agricultural research 
department. 
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STARTS DRIVE—Film star Hoagy Carmichael and Del Monte talk about good 

songs and good coffee in this full-color page in The American Weekly and 

This Week Magazine. It starts a new series featuring celebrities, with copy 

to appear every two weeks in one or the other of the two magazines. Business 

paper ads urge dealers to cash in on the “plus value” of the older California 
Packing Corp. products. 
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that the next 20 years will require far more sales power in advertising than ever before—at least super-powered chatter calculated to sell any campaign under any conditions. 
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KPDO to Be Aired Soon 


KPDQ, a new standard broad- 
casting station in Portland, Ore., 
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WANTED: ‘True Story’ Group -IT MAY BE THAT THE SKILL — 
e Breaks Aussie Record umber 
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ternational True Story group have 
ADVERTISING MANAGER | 2 S22 sire Set 
Ceeeetrewes! ORGANIZATION COULD BE USED 
tralia, Macfadden Publications In- & 
6) ternational Corporation has re- U 
a . well established manufacturer of heating, cool- ported. Circulation is close to AD V A NI AC £ 0 U LY ‘B Y Yl Dri 
Large, well establis were oes 200,000 —equivalent to 4,000,000 . 
ing and commercial refrigeration equipment desires in the U. S. on a per capita per- 
: i centage basis. 
services of capable, creative adveriising and merchan- The Australian editions are a| 
little more than one year old. 


dising executive. Modern, new plant, located in Ohio, || iia | l THOGRAPHED Ty LAY 
provides interesting background in attractive city. Appoints Schuster | i, 


pare , a ‘ ‘ P . ee Kenneth Schuster, formerly ad- 
Nationwide distribution of leading products, backed wena anaaaiie toad sien oan 
we. eer Oe a ee ee ; ian | motion manager for the retail 
by world famous name and engineering skill, supported | stores of Scholl Mfg. Company, 
— ~— mre ' Sa a ee | ‘ a has joined the copy staff of 
by complete media use, requires intelligent supervision. iene. Dele & Glee tne Variet 
Good salary, real opportunity for right man. Send cago. 


photo with experience and personal facts to ; Joins Ball Bearing Firm 
Box 6770, ADVERTISING AGE | Thomas F. Daly has joined the 
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Liquid Assets 


Pattern Changes 
Little in 1946 


(Continued from Page 1) 


of all spending units, including 
those with no savings, has in- 
creased from $400 to $470; for 
the estimated 35,000,000 with 
“liquid assets,” from $750 to $890. 


More Make Over $2,000 


From field studies by the Sur- 
bd vey Research Center of the Uni- 
versity of Michigan, Federal Re- 
serve found a general upshift in 
money income during the year, 
enabling 60% of all spending 
units to enjoy an income over 
$2,000 compared with only 53% 
a year ago. 

Federal Reserve computed that 
there are now 27,500,000 spending 
units with incomes above $2,000, 
and 16,000,000 with incomes 
above $3,000. During 1945, 24,- 
500,000 units were above the 
$2,000 figure. 

Other indications of the upward 
shift in earnings was found in 
the fact that half of all spending 
units are now in-the $2,000 to 
$4,850 bracket, and that this 
bracket is getting half the money 
income and about half all liquid 
asset holdings. 

With the general increase in 
money income, the “top 10%” 
now begins at $4,850 compared 
with $4,450 a year ago. These 


tho 4,600,000 “units” are getting 32% 
“il of the income compared with 
j of 

mr 29% a year ago. 

to Same Old Purchasing Power 

e 

td Despite these gains (the num- 
| ber of units with incomes above 
2 533,000 is several times the figure 
x. | mor the 1930s), Federal Reserve 
its | (giound that many spending units 
the | gin 1946 found their effective pur- 


chasing power did not change 
imcorrespondingly because of price 
increases. 

From the Federal Reserve fig- 
ures it appears that the “‘top 10%,” 
those with incomes over $4,850, 
currently hold $50 billion of 
liquid assets, an amount equal 
to total prewar liquid assets of 
the entire country. The lower 
00%, those earning less than 
$2,300, hold only 25% of the 
liquid assets, but this relatively 
mall proportion totals $30 billion. 


More Have Savings Accounts 


One striking development 
prought out in the survey is the 
fecline in holdings among those 
iho had no more than $500 of 
Bovernment bonds a year ago. 
The survey finds that roughly 
hree-fourths of all spending 
hits have liquid assets of one 
Kind or another. However, it re- 
ports a decline of about 5% in the 
umber of government bondhold- 


Products _ 


in Variety Store 
- MANAGERS & 


the selling at the 
point of nt of sale— 


Reach BOTH through 


Variety Store EXECUTIVES ond 
Variety Store MANAGERS 


Editions of 


BHAIN STORE AGE “2 


ONE RATE - ONE PLATE 


ers. On the other hand, five out 
of 10 had savings accounts in 
1946, compared with four in 10 
in 1945. 


Admiral Exec Tells 


Refrigerator Demand 


Between V-J Day and the end 
of 1949, there will have accumu- 
lated a demand for 17,644,000 re- 
frigerators in the U. S., L. H. D. 
Baker, vice-president of Admiral 
Corporation, told dealers attend- 
ing the semi-annual furniture 
show in Chicago last week. 

By the end of 1946, he said, only 
2,400,000 had been produced, and 
at the present rate of output it 
will take 54% months to catch up 
with normal demand. His estimate 
was based in part on average life- 
expectancy of 13.3 years for re- 
frigerators. He stressed that the 
refrigerator market does not 
change much in fluctuating eco- 
nomic conditions. 


Leaves ‘Newsweek’ 


L. J. Dillon has resigned from 
the New York sales staff of 
Newsweek. 


‘Household’ Will: 
Change Format, 
Printing Plant 


New York — Household Maga- 
zine has announced important 
changes in format effective with 
the November, 1947, issue, when 
it will appear in flat magazine 
size, with three columns to the 
page, 143 lines deep. 

M. L. Crowther, advertising 
manager of the Capper publica- 
tion, also announced that new 
body stock, with heavier machine 
coated paper, would be used; that 
heavier cover stock, letterpress 
printing throughout and_  side- 
stitch binding would be features 
of the magazine in its new form. 
The typographical style has been 
completely redesigned. 

Household, which has. been 
printed in the Capper plant at 
Topeka, Kan., will be printed be- 
ginning with the November issue 
in the new $2,000,000 press room 
of the C. T. Dearing Printing 


Company, Louisville. This Fawcett 
subsidiary, which recently ex- 
panded facilities to a large ex- 
tent, will supply four-color print- 
ing on its new multi-color rotary 
presses for Household. 

Because of the change in the 
type page size to 429 lines from 
680 lines, Household is issuing a 
new rate card, which takes the 
place of one issued in April and is 
effective with the October issue. 
Household, whose circulation is 
now at an all-time peak of over 
2,000,000, has scored an increase 
of 25% in advertising revenue 
thus far this year. 


‘Look’ Study Shows 


Teen-Agers Poorer 

A survey for Look by Gilbert 
Youth Research Organization of 
teen-age girls’ likes and dislikes 
in clothes shows that more than 
one in three does home sewing; 
most think prices too high; they 
prefer simple one-piece dresses, 
straight skirts, pullover cardigans, 
full-length slacks, and dresses 
slightly below knee length, 

The survey, conducted ‘among 


87 


high school and college girls, 
shows they have much less money 
to spend than last year, and have 
fewer job opportunities. Because 
of this, the Gilbert survey says, 
they will exert more influence on 
expenditure of family income. 


To Badger & Browning 

Estey Organ Company, Brattle- 
boro, Vt., has named Badger & 
Browning, Boston, to handle its 
account. 


lypography 


advertisements 
brochures - catalogs set 
efficiently - we have 
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161 W. Harrison ¢ WEBster 7936 


AMERICAN BUILDER 


reaches more than 


80,000 SUBSCRIBERS 


. cabeiien - Builders - Wholesalers - Dealers 


The Largest ABC Circulation in the 


Building Industry at the Lowest Cost per Thousand 
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AMERICAN BUILDER an give your product its best chance for 


nation-wide acceptance by all the important factors 


in the building industry. It reaches the largest group 


per thousand, or *4¢ per reader. 


of worth-while builders, contractors and their sup- 


pliers—the wholesalers and retail lumber dealers. 


American Builder, with more than 80,000 net paid 
subscribers, offers the largest circulation in the build- 


ing industry at the lowest cost per thousand—$7.50 
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Promotes Stanley, Sibley 


General Tire & Rubber Com- 
pany has appointed J. P. Stanley, 
formerly head of central division 
truck tire sales and sales person- 
nel training, as sales chief of its 
Chicago branch, succeeding Frank 
H. Sibley, who has been named 
manager of General Tire’s new St. 
Louis branch. R. G. Hanson has 
been named branch manager in 
Minneapolis. 


KRKN Names Rambeau 


Station KRKN, Fort Smith, 
Ark., has named William G. Ram- 
beau Company as its national rep- 
resentative. 
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HUNGRY FOR SALES? 


Try a schedule in these 49 alert home-town news- 
Home-town dealers will tell you there’s 
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nothing like it if you’re 
after immediate action. 
Ask about our 1947 Mar- 
ket Guide. 


§ ONE ORDER -ONE CHECK 
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Radio Makers 
Push Promotion 


of Portable Sets 


1946 Production 
Already Exceeded, 
RMA Figures Show 


New York — With production 
figures on portable radios at a 
record high, «most manufacturers 
are devoting a sizable share of 
their national advertising to new 
carry-with-you models. 

The Radio Manufacturers As- 
sociation reports that portable 
production by five leading com- 
panies totalled 1,183,982 for the 
first five months of this year, as 
compared with 1,022,689 for all of 
1946 and 1,500,000 for 1941. 
Included in this total is the 
output of Philco Corporation, 
RCA, Zenith Radio Corporation, 
Emerson Radio & Phonograph 
Corporation and Motorola, Inc. 
Noteworthy omissions from the 
list are General Electric Com- 
pany and Garod Radio Corpora- 
tion. 


Portable Sales Good 


RMA has no figures on sales of 
portables, nor are they available 
from manufacturers. However, 
spokesmen for a number of com- 
panies say portable sales are 
good. 

Now in the midst of a national 
campaign (see separate story on 
Page 13), Emerson is featuring 
portables in magazine and dealer 
cooperative newspaper advertis- 
ing. Promotion is being concen- 
trated on a small-size, three-way 
radio which retails for $39.95. 
This model has been reduced $10 
since it was introduced in April. 

One of Emerson’s best sellers 
is a miniature, priced at $19.95. 
William H. Weintraub & Co. 
handles this account. 

General Electric will devote ad- 
vertising space in Collier’s, Life 
and The Saturday Evening Post 
entirely to portables. Following 
a cooperative newspaper cam- 
paign for television, now in prog- 
ress, newspaper copy also will 
plug the AC-DC-battery combina- 
tions. G-E’s agency is Maxon, 
Inc. 
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Among the models being fea- 
tured are a deluxe, rechargeable 
set, which sells for $139.50, and a 


camera-type radio priced at 
$47.50. 

During the summer months, 
some commercials on  Philco’s 


Burl Ives show, heard Friday at 
8 p.m., EDT, over Mutual, through 
Hutchins Advertising Company, 
will advertise portables. In addi- 
tion, these radios will rate atten- 
tion in the company’s _high- 
powered promotion—radio, news- 
papers and magazines—for its fall 
line, which was introduced here 
a few weeks ago. 

Priced at $59.95 and. $49.95 re- 
spectively, Models 350 and 360 
are among Philco’s best in the 
take-along category. 


RCA Starts Drive 


Copy in Collier’s, Life and The 
Saturday Evening Post early this 
|month opened RCA’s advertising 
|drive for portables. This is to be 
| reinforced by a cooperative news- 
paper and spot radio campaign. 
|The Globe Trotter ($59.95), Escort 
| ($89.95), which has a rechargeable 
| battery, and Solitaire, a luxury, 
gold-plated item ($75) also are 
receiving prominent mention in 
commercials on RCA’s regular 
Sunday afternoon musical broad- 
cast over NBC. Agency is J. Wal- 
ter Thompson Company. 

Zenith, which has promoted its 
portable sets consistently as part 


using space in Farm Journal, Field 
& Stream, Holiday, Motor Boating, 
National Geographic, Newsweek, 
Outdoor Life, The Saturday Eve- 
ning Post, Sports Afield, Time and 
Yachting. Featured are the $54.60 
Universal and $114.40 Trans- 
Oceanic portables. 

The company still is allocating 
sets to dealers and expects to for 
some time, officials say. Its big 
prewar set “caught on quick” and 
Zenith oversold the model by 
100,000 sets. The price on the 
prewar portable was $75. 

“Zenith portables won’t play 
under water—but they will play 
everywhere else!” the company 
boasted in a recent four-color 
page ad in the Post and on the 
back cover of Holiday. The same 
copy, featuring both Universal 
and Trans-Oceanic lines, appeared 
as a black-and-white page in the 
other media. 

From August through October, 
Zenith will push the “humidity- 
proof” qualities of the Trans- 
Oceanic in ads to run in various 
sizes in its magazine list. Mac- 
Farland, Aveyard & Co., Chicago, 
is the agency. 


Motorola Pushes ‘Playmate Jr.’ 


The portable “Playmate Jr.” 
will be promoted—along with the 
full line—by Motorola, Inc., this 
fall. The Chicago manufacturer 
has just announced a new 1948 
line of 27 home radios, including 
FM and AM consoles, radio pho- 
nographs, FM and AWM table 
models, video receivers and the 
portables. Through Gourfain- 
Cobb Advertising Agency, it has 
scheduled full-color pages for 
September and November issues 
of The American Weekly, Better 
Homes & Gardens, Collier’s, The 
Saturday Evening Post, Sport and 
This Week Magazine. 

The “Playmate Jr.,” which Mo- 
torola says is the smallest three- 
power portable on the market, will 
get its share of the magazine 
space. Cooperative newspaper 
copy, handled through distribu- 
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tors, also will be devoted in part 
to the portables. 

Garod Radio Corporation, with 
concentration on models in the 
$39.95 price range, began its big 
drive to get the summer portable 
trade early in April, stepped it up 
considerably during the last month 
and will continue the campaign 
until Labor Day. Emphasis is be- 
ing placed on continuing coopera- 
tive newspaper advertising 
through Shappe-Wilkes Agency. 


24 Radio Makers 
Fail During Year 


New YorK—Business failures ip 
the radio and electric clock manu- 
facturing fields rose to 24 during 
the past fiscal year, with total 
liabilities amounting to $7,844.- 
043, according to a report by the 
Radio Manufacturers Association. 

The association said over-pro- 
duction, despite the general de- 
mand for postwar sets; unbal- 
anced inventories, and price cuts 
were the major factors in causing 
failure of the companies. During 
the previous fiscal year, there 
were eight failures, with liabili- 
ties of $4,232,000. 

RMA said the 1946-47 failures 
included those of nine set makers; 
seven manufacturers of amplifiers 
and record players; six manufac- 
turers of component parts, and 
two makers of electric clocks. 


Extends Spot Drive 

Fruit Industries Ltd., Los An- 
geles winery, which has been in- 
creasing its radio advertising fol- 
lowing a test campaign in Mil- 
waukee last January, has started 
a new 13-week spot radio cam- 
paign for F.I. wines in Utah 
through Schoenfeld, Huber & 
Green, Chicago. 


Pepsi Promotes Tackle 
Olaf K. Tackle, formerly on the 
national sales staff of Pepsi-Cola 
in New York, has been named 
general manager of the Pepsi- 


Cola Bottling Company, Dallas. 


», 


It’s easier to sell the Buffalo 
market because you can reach 
everyone in one newspaper 
(98.6% city zone coverage) at one 
low advertising rate. 


Buffalo is headquarters for up- 
state wholesalers covering many 
smaller markets. 


EDWARD H. BUTLER 
Editor and Publisher 
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We shall be pleased to furnish 
specific market information to fit 
your individual needs. 


MARKET FACTS 
City Population (1945 Est.) 667,944 
City and Trading Area 1,072,2!4 
News Circulation 266,701 
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rs: PRINCIPALS—Getting together on the contents of the next issue of Campus 

844 Magazine are the three veterans who launched the publication. From left to 
” & right, William King Driggs Jr., art editor; Ray Carpenter, editor, and William 

Ps D. Ryan, business manager. 

ition, —______—_—_ 

Pan, ° a queen, and king of the month. 

tot a | ormia e . The entire magazine will be 

sear printed in Los Angeles by the 

sing l nch C ’ present printer, Parker & Co. 

« Already advertising in the 
pa dul ampus, magazine are Capital Records, 
abili- Santa Fe and Greyhound Bus 

Inter-Colle e M a Lines, Arrow shirts, Junior Miss 
_ of California, and on the 1948 
Rina . _ | schedule will be Manhattan shirts. 
‘ifer, 10S ANGELES—Three California | Publication will be on a 12-month 
Afee, Mreerans, who met during fra-|pbasis next year. Rates, covering 
Paed ternity life as University of South-| only southland colleges and due to 
‘ ern California undergraduates be-| be revised as soon as the northern 
, fore the war, are well under way | issue is launched, are black-and- 

with their first business venture, | white page, $185; back cover, 

Campus Magazine, “covering Cali-| $300; third cover, $235; second 
; An- @fornia colleges, an inter-collegiate cover, $265, and standard colors 
n in- M/magazine reporting, since Novem-| (red, blue, or yellow) $50 per 
g fol- ber, on 22 southern California | color per page extra, with match- 
hee colleges and scheduled soon to add |ing and special colors also extra. 
vache another edition, reporting on 22|Liquor advertising is not ac- 

Utah northern California colleges. cepted. 
ar & Campus Magazine is the brain- ictal 

child of Ray Carpenter, 25; Wil- 

liam K. Driggs Jr., 24, and wil-| Marley Promotes Two 
le liam D. Ryan, 26, Phi Sigma Lyle A. Christensen, who has 
nthe P%2002_ fraternity men at USC, | Been, in the New York fee for 
w who act as editor, art editor and : ¢ 
_— business manager, respectively. Soule Goarcans teams "Cir, 
Pepsi- None of the men is a journalism | Kan., manufacturer of water cool- 


major: Carpenter specializes in 
advertising; Driggs in art, and 
Ryan, in business management. 
When the first edition of the 
magazine came out last November, 
all three men _ simultaneously 
dropped out of school (to which 
they had returned after wartime 
service). In February, Driggs re- 
sumed school work on his art 
degree, and in September both 
arpenter and Ryan will return to 
SC. A central organization at 
6457 S. Hoover Blvd. here has 
peen established, and representa- 
tives have been appointed at each 
ollege. The magazine now has 
B Staff of 243 members who work 
on a contribution basis. 


Paper Hampers Expansion 


The three sponsors hoped that 
with September a northern issue 
Ould be launched, covering 22 
orthern California colleges. Lack 
of paper will delay this until 
About the first of the year. Jim 
Mavy, 21, the only journalism 
lajor on the staff, will edit this 
edition. 
The objective of Campus is to 
stablish 10 regional magazines 
Pn a national scale, each dealing 
with a quantity of 10 to 20 col- 
ge clusters in a given geograph- 
tal area of mutual interest. Offi- 
lal college approval will be 
Ought. Thirty of the 44 Cali- 
omni 1 colleges so far covered have 
Miclally approved the magazine. 
67,944 Bes are accomplished by using 
2.214 tority and fraternity members, 
72, ho pick up their quota on the 
701 ‘ease dates and sell copies direct 
fn campus. All bookstores of the 
ls also carry the magazine. 
f the book will be identical: 
part which is humor, car- 
iS, general feature articles, and 
nal advertising. The other 
will be individual to the 
| magazine, using a reporting 
tan from each of the schools 
‘red, candids, local cover girl, 
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ing equipment. He succeeds Ray 
T. Jenkins, who has been made 
assistant general manager of the 
company. 


Sloane Names Geyer 
Sloane-Blabon Corporation, New 
York, maker of linoleum, asphalt 
tile, felt base and other floor 
coverings, has appointed Geyer, 
Newell & Ganger, New York, to 
prepare a national consumer cam- 
paign to be launched this fall. 


Wool Shrinkage 
Ads and Labels 
Under FTC Study 


WASHINGTON — The Federal 
Trade Commission has invited in- 
terested parties to discuss adver- 
tising and labeling of processes 
and substances applied to woolens 
to control shrinkage. The meet- 
ing will be held at the FTC build- 
ing here at 10:30 a.m., Aug. 5, 
under the direction of Harry Mil- 
ler, FTC director of trade prac- 
tice conferences. 

Its purpose will be to explore 
whether an industry-wide trade 
practice conference should be held 
to set up rules for such labeling 
and advertising. 

If such a conference is decided 
upon, all concerned will be af- 
forded an opportunity to attend 
and take part in the discussion, in 
accordance with usual FTC pro- 
cedure. In the meantime, the pre- 
liminary meeting Aug. 5 will also 
be open to any industry repre- 
sentatives who may care to attend. 


TRADEMARK UNIT 
SET UP BY FTC 

WASHINGTON — FTC last week 
set up a new unit—the trademark 
division in the office of the gen- 
eral counsel—to perform duties 
assigned to FTC under the Lan- 
ham Trademark Act which be- 
came effective July 5. 

Edward H. Thomerson, on 
FTC’s legal staff since 1934, has 
been appointed assistant general 
counsel in charge of the new di- 
vision. 

The Lanham Act authorizes 
FTC to apply to the Commissioner 
of Patents for cancelation of 
marks on the principal register 
which are deceptive, immoral or 
scandalous, which were obtained 
fraudulently, or which are in vio- 
lation of other provisions of the 
act. 


Plans Equipment Show 


The first National Automobile 
Dealers Equipment Exhibit will 
be held in the exhibition hall, Ho- 
tel Stevens, Chicago, Jan. 25-29, 
1948, concurrently with the con- 
vention of the National Automo- 
bile Dealers Association. The ex- 
hibit will be limited to displays 
by manufacturers of equipment 
used by dealers; products or 
equipment for re-sale will not be 
eligible. 


Airkem Appoints Hills 


Robert C. Hills, formerly in 
charge of the institutional and 
equipment division of Maxson 


Food Systems, Inc., New York, has 
been appointed vice-president and 
general manager of Airkem In- 
dustrial Distributors, Inc., New 
York. The company is a subsidi- 
ary of Airkem, Inc., and dis- 
tributes air freshening equipment 


in the New York area. 
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Ask for | CARDY-LUNDMARK CO. 
1801 BYRON ST. — CHICAGO 


business is 
well worth 
cultivating! 


Most every sales executive is 
not only watching, but doing 


something about West Coast 


business. San Diego is a good 
place to start. It’s big enough 
to make a test really worth- 
while... and isolated to a 
point where a test /s a test! 
It has a ‘‘one newspaper buy” 
... The San Diego Union and 
Tribune-Sun which makes a 
test economical and effective. 


should be FIRST on your 


Additional Statistics from San Diego Business Review 
Electric Power Sales 
1947 First quarter 185,192,879 
1946 First quarter 180,846,044 
Bank Debits 
1947 4-months 872,128,067 
1946 4-months 822,878,034 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
San Diego12, California 


May 10 Sales Management shows 


why San Diego 
West Coast sales map 


Department Store Sales 


1947 Index 419 
1946 Index 386 


1935-39 Daily 
Average 100 


Manufacturing Employment 


1947 Average 4-months 20,230 
1946 Average 4-months 13,884 


For detailed facts 
on YOUR business 
call our Representatives 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York e Chicago e Denver « Seattle 
Portland e San Francisco e Los Angeles 
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U.S. Rubber Drops 
Philharmonic— 
but Not Radio 


New YorkK—United States Rub- 
ber Company’s advertising execu- 
tives are hard at work outlining 
a radio schedule for fall. 

After four years of sponsorship 
the rubber company has dropped 
the New York Philharmonic Sun- 
day afternoon concerts on CBS. 
Commercials on this expensive 
musical series were almost ex- 
clusively institutional. Now, the 
company wants to talk about its 
products—in a big way. 

Comes fall, U. S. Rubber ex- 
pects to have at least one top- 
notch network show on the air— 
and possibly more. Manufacturer 
of a long list of products, it has 
some four divisions which could 
afford to back a_ coast-to-coast 
broadcast if advertising officials 
uccide upon such a move. Camp- 
bell-Ewald of New York is look- 
ing over the field of available 
shows for its client. 

Products which 


undoubtedly | 


time include tires, mechanical 
goods, textiles, and perhaps chem- 
icals. 

If the company settles for a 
single radio show, it may rotate 
the products treated in the com- 
mercials as it did on its telecast 
series over Station WABD. Until 
recently, U. S. Rubber also spon- 
sored “Campus Hoopla” over 
WNBT. The show is being car- 
ried sustaining in hopes that its 
backer will return in the fall. 
The company is considering bank- 
rolling telecasts in the fall, but 
here again plans are in the forma- 
tive stage. 


Names Adair & Director 


O. D. Chemical Corporation, 
New York, distributor of O. D. 30 
deodorizer, has named Adair & 
Director, New York, to handle its 
account. Newspapers, magazines, 
trade publications and foreign 
publications will be used. 


Appoints Ted Black 


Molly Corporation, manufac- 
turer of the Molly screw anchor, 
Reading, Pa., has appointed Ted 
Black Advertising Agency, Read-+ 


will be plugged on future radio! ing, to handle its advertising. 


More Advertisers 


Use More Space 


than in Any Other 


Sportsman's Magazine 
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TRY THIS ON YOUR PHONE 


. . Wrife or Phone for 

one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 PRINTING 
DAY AND NIGHT SERVICE 


WHAT DOES A NEW 
DODGE COST 


PAY ONLY THE 


LOW DELIVERED PRICE 


FOR YOUR NEW CHEVROLET 
--and enjoy the full benefits of 
BIG-CAR QUALITY AT LOWEST COST 


These are Bedge 
CHICAGO-DELIVERED prices! | +... 


nasa ta Sane os 
omeetean 4s Some penpeny 


0908 Beret 


omer 


Oe AOE. ROR COR SARE REMY tenn tenn nnnnnnnnnnnnnn 


- popes “DEALERS | ASSOCIATION, INC. 


STILL THE LOWEST-PRICED LINE IN THE LOW-PRICE FIELD 


ei YOUR CHEVROLET DEALER «te 


Comrensently heted ender Actomebies” im yom ted cessed tataghere Grectery 


owe oe otek oe Benes 


these large-size newspaper ads run by 
In accompanying copy, Dodge puts the 
ning until production catches up to the 


NO PREMIUM PRICES—Actual New York and Chicago prices are quoted in 


Chevrolet and Dodge dealer groups. 
emphasis on keeping the old car run- 
backlog of new car orders. Chevrolet 


hits directly at the premium price "paid to someone else just for the sake" of 
getting a new Chevrolet a bit sooner. 


P. 0. Investigation 
Moves Step Ahead 
in Senate Action 


WaSsHINGTON —A full-scale in- 
vestigation into the Post Office 
Department’s efficiency, rate struc- 
ture and methods of doing busi- 
ness seems assured, following ap- 
proval of a joint resolution by 
the Senate civil service committee 
last week. 

Indications are that the Senate 
will formally approve the resolu- 
tion (J.R. 20, introduced by Sen. 
Raymond B. Baldwin, R., Conn.) 
before adjournment. The House 
of Representatives adopted simi- 
lar legislation, much milder in 
its effect, earlier in the session, 
but interested House members 
concede that the Baldwin reso- 
lution (described in detail in AA, 
June 30) is much superior to the 
House-passed version and is there- 
fore likely to gain quick House 
approval. 


Postal Bill Stalled 


Senator Baldwin’s resolution, as 
well as that passed by the House, 
stems indirectly from prospects of 
a large postal deficit and attempts 
in the House to pass a bill pro- 
viding for $110,000,000 in rate 
hikes. This bill has been bottled 
up in the House rules committee 
and probably will remain there 
until next year. 

In the meantime, the Baldwin 
resolution, if passed by both 
houses, would authorize employ- 
ment of technical experts, work- 
ing under the direction of a joint 
House-Senate committee, for a 
study of (1) the efficiency of op- 
eration of the Post Office; (2) 
the existing postal rates and the 
extent to which each of the 
various classes of mail is self- 
supporting; (3) the necessity or 
desirability of changing the meth- 
ods of conducting the operations 
of the department and increasing 
or adjusting postal rates to elimi- 
nate deficits. 

The committee would be in- 
structed to report “as soon as 
practical during the present Con- 
gress,” and to offer legislation 
necessary to carry out its recom- 
mendations. 


Promotes Vision Nylons 
Knit Products Corporation, Bel- 

mont, N. C., will use four-color 

pages in three fashion magazines 


Promotes Holiday Sales 
with Modeling Contest 


Hosdreg Chemicals Corporation, 
Huntington, Ind., is backing pre- 
Christmas dealer sales with a na- 
tionwide contest, open to girls and 
boys under 18, and requiring a 
clay model of a bust of George 
Washington plus a box top from 
Plas-Time modeling clay set No. 
100. Prizes will total $3,000. 

Announcement copy is sched- 
uled for comic supplements of 
metropolitan newspapers at the 
start of the Christmas buying sea- 
son. One-third and half-page ads 
in four colors will be used. Willis 
S. Martin Company, Fort Wayne, 
is the agency. 


Lowers Newsstand Price 


Motion Picture, published by 
Fawcett Publications, New York, 
will cut its newsstand price from 
15 cents to 10 cents a copy, effec- 
tive with the August issue. 
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“Musical Digest’ 
Renews Contract 
for Symphony Hr, 


New YorK—Musical D igest, 
which recently cut its newsstand 
price in half, has renewed its 
sponsorship of the “Sunday Eve. 
ning Hour” over the full ABC net- 
work. 

The Detroit symphony or. 
chestra, with Karl Krueger cop- 
ducting, is featured in the broad. 
cast, which is heard at 8 pm, 
EST, Sundays. The program jg 
being carried on a sustaining basis 
now. 

Agency for the magazine, which 
offers its advertisers a circulation 
guarantee of 25,000, is Kenyon % 
Eckhardt. 

Musical Digest recently reduced 
its prices from 50 cents per single 
copy and $5 yearly to 25 cents 
and $3 respectively. 


Bendix Six-Month Sales 
Pass $38,000,000 Mark 


Bendix Home Appliances, Inc., 
South Bend, Ind., has reported 
sales of $38,454,084 for the first 
six months of 1947, compared with 
$30,836,262 for the entire year of 
1946. 

After an $880,000 contingency 
reserve had been set up, profits 
for the first half year totaled $4,- 
131,955. 


Two Name Humphrey 


National Packing Corporation, 
distributor of Kitty Snicker cat 
food, has appointed H. B. Hum- 
phrey Company, Boston and New 
York, to handle its account. Radio 
and newspaper tests are being 
made in eastern cities. Humphrey 
has also been named to handle ad- 
vertising for the Atlantic Monthly, 
Boston, using magazines, trade 
publications, direct mail and spe- 
cial promotions. 


"NASHVILLE. 


i Hub of a 8600,000.000 Market 
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—Tenn. Conservation Dept. Photo 


Sumner County, Tennessee, fifteen miles from Nash- 
ville, leads the state in strawberries, oats and barley 


and ranks second in hogs. 


Tobacco, corn, wheat and 


livestock are other leading farm products. Important 


industries include shoes, 
foods, furniture, cheese, 


tobacco products, frozen 
and wood products. The 


county is nationally known for its bluegrass farms 


and thoroughbred horses. 
plentiful. 


TVA power is cheap and 


Sumner is one of the thirty-six counties 


comprising the Nashville trading area—the rich mar- 


ket blankeged by Nashville’s two great newspapers. 


NASHVILLE CITY ZONE POPULATION 
NASHVILLE MARKET POPULATION 


this fall to promote Vision nylons. 
First copy will break in the Sep-| 
tember issue of Harper’s Bazaar, | 
and will continue in this maga-| 
zine and in Mademoiselle and | 


Vogue, with frequent insertions, 
| throughout the seasen. Charles W. | 

Hoyt Company, New York, is the 
| agency. 
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[Nashville Banner The Nashville Tennesseal 


NEWSPAPER PRINTING CORPORATION, ACENT 
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21 Weekly Staff 
Sessions to Tell 
McC-E Operations 


Cuicaco—The Chicago office of 
McCann - Erickson believes that 
every staff member should know 
what McCann-Erickson is, how it 
got that way, how it operates and 
what it does. 

So last Wednesday morning at 
9:15 promptly, half of the agency’s 
personnel gathered in the con- 
ference room at McCann’s new 
quarters at 318 S. Michigan Ave. 
to listen to a Half-hour program 
designed to provide an over-all 
picture of McCann-Erickson. The 
other half of the staff heard the 
same talk and discussion at 10 
o'clock. 

Chicago staff members will be 
returning to the conference room 
for further talks and discussions 
in the “Our Agency” series every 
Wednesday morning for 21 weeks. 
During the course they will learn 
exactly what every department of 
the agency does, how it functions, 
who the agency’s clients are, etc., 
etc. Speakers and discussion lead- 
ers will be agency executives and 
department heads, and their talks 
will furnish the basis for an of- 
fice manual. 

Attendance at the sessions is 
not voluntary. It is a definite as- 
signment for all personnel. There 
will be no discussions of advertis- 
ing as such, since there is no in- 
tention of providing anything re- 
sembling a conventional “adver- 
ising course.” All discussions will 
leal exclusively with McCann- 
Erickson and its operation and 
procedures. 
The Chicago staff of the agency 
has been doubled since the end of 


the war, and the committee in 
charge of the “Our Agency” series, 
consisting of vice-presidents Sid- 
ney Wells, Albert Sherer and 
Howard Smith, believes the new 
idea in staff indoctrination will re- 
sult in closer cooperation between 
departments and more under- 
standing and efficiency on the part 
of all. 


ANDREW B. MELDRUM 

CLEVELAND — Andrew Barclay 
Meldrum, a partner of Meldrum & 
Fewsmith, died here July 9 ‘of a 
heart ailment. He was 61. Mr. 
Meldrum had been forced by ill- 
ness to withdraw from active par- 
ticipation in the agency two years 
ago. 

Born in San Francisco, Mr. Mel- 
drum first worked as a reporter 
with the old Cleveland Leader, 
later becoming city editor. He 
then served two years as editor of 
the Packard Motor Company 
house organ, leaving to enter the 
agency field—first with Martin B. 
Kelly Advertising Agency in To- 
ledo and then with N. W. Ayer & 
Son in Philadelphia. Mr. Meldrum 
and Joseph Fewsmith formed their 
partnership in 1930. 


JOHN E. ALLEN 

NEw YorK—John E. Allen, 58, 
editor of the Linotype News, died 
at his home in Garden City, N. Y., 
July 12, following a heart attack. 

Mr. Allen had been editor of 
the publication for 25 years. He 
was a consultant on newspaper 
design and typography and au- 
thored several books on the sub- 
ject. His latest book, “Newspaper 
Designing,” will be published next 
fall. 
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lerchants, who see the above “boxes” printed every day in the 
azette, will tell you that you have to know Schenectady to 


z t Helps to Know Schenectady 


ealize the tremendous influence of the Gazette. 


ABC statistics prove Gazette circulation leadership—and Media 


) . 
ecords prove lineage supremacy. 


And talks with Schenectady retailers will reveal sales successes, 
ofitable campaigns, merchandise moved profitably—the day- 


o-day story of the Gazette as Schenectady merchants know it. 


| 


; | 
Puy space where Schenectady merchants buy most of theirs—in | 


he Gazette. 
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REYNOLDS-FITZGERALD, INC., National Representatives 


Samish to Take Over 
Dancer-Fitzgerald Post 


Adrian Samish, whose resigna- 
tion as vice-president in charge 
of programs of American Broad- 
casting Company 
to become presi- 
dent of Show 
Productions, Inc., 
was announced 
two weeks ago, 
will take over 
his new post as 
head of the 
Dancer - Fitzger- 
ald-Sample radio 
producing sub- 
sidiary early in 
August. He will 
be in charge of 
all radio and television activities 
which are handled by Show Pro- 
ductions, Inc., for the agency. 

While with ABC, Mr. Samish 
aided in the development of a 
number of new shows, and in 
addition had charge of television 
programming. Before joining ABC 
he was in charge of radio produc- 
tion for Young &* Rubicam, pro- 
ducing and directing a number 


Adrian Samish 


of top-ranking programs. 


‘Bulletin’ Names Steele 
Ist Advertising Director 


61 


of the Salt Lake City Telegram 
and Tribune. 


The Philadelphia Bulletin, re- 
organizing its executive staff fol- 
lowing the resignation of Eugene 
MacKinnon as assistant business 
manager, has for the first time 
created the position of director of 
advertising. The appointments are 
effective Sept. 1. 

Harry L. Hawkins, formerly na- 
tional advertising manager, has 
been named assistant business 
manager and assistant general 
manager; George D. Steele, for- 
merly retail ad manager, takes 
the new position of advertising 
director, and Charles W. Det- 
weiler, of the retail sales staff, 
succeeds Mr. Steele as retail ad- 
vertising manager. Mr. MacKin- 
non will become general manager 
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HERE'S PLENTY OF 
USINESS IN 


| FROM IDEAS TO 
FINISHED PRODUCTS 


Convention exhibits and trade 


show displays designed, pro- 
duced and installed. 


AMERICAN 
DISPLAY 
STUDIOS 


179 N. WELLS ST., CHICAGO 
Call DEArborn 1278 ~ 
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KPRA to Make Debut 
KPRA, Portland, Ore., FM sta- 
tion on 95.7 mc. is expected to be- 
gin broadcasting shortly. Station 
KWJJ, also of Portland, is nearing 
completion of its new transmitter, 
and plans to boost its power to 10,- 
000 watts in about four months. 


CHAIN STORE AGE! 


Grocery EXECUTIVES Edition reach 
ing buyers and other key men ..and 
Grocery STORE MANAGERS Edition 
reaching the men in charge of your 
point-of-sale work 


Washer Makers 
Vote to Split 
Group 4 Ways 


Mackinac IsLtanp, Micu. — The 
31-year-old American Washer & 
Ironer Manufacturers’ Associa- 
tion last week approved a plan 
to split the group’s membership 
into four divisions. 

Industry activities will here- 
after be under the direction of the 
automatic washer, conventional 
washer, dryer and ironer divi- 
sions, with manufacturers of those 
types of appliances constituting 
the association’s membership. In- 
creased diversification of manu- 
facturing functions, most of which 
has taken place within the past 
six years, is said to be the reason 
for the reorganization. 

In presenting the plan at the 
group’s summer: meeting here, 
Roy A. Bradt, vice-president of 
the Maytag Company, and presi- 
dent of the association, declared 


that “the competition which we 
have to fear is not nearly so much 
that between ourselves as it is 
that given us by every other kind 
of business competing and fight- 
ing for the customer’s dollar.” 


Will Help the Industry 


The new divisional organization, 
he said, will help all manufac- 
turers in the industry to keep 
abreast of other industries, and 
more effectively compete with 
them in the postwar consumer 
market. 

According to the association, 
34 of the 46 manufacturers com- 
prising the industry make both 
large and small washers, while 
six make small washers only. Ten 
make dryers, 18 ironers. Washer 
manufacturers who produce an 
automatic machine or plan to in- 
troduce one total 14. Six others 
are said to be working on auto- 
matic designs. Fifteen firms now 
making conventional washers are 
believed to have no plans for 
automatics. 


Labaw Appointed 


Guy Labaw, formerly eastern 
advertising representative of 
Building Supply News, has been 
named eastern advertising sales 
representative of Modern Hospital 
Publishing Company, Chicago, 
publisher of College & University 
Business, Modern Hospital and 
Nation’s Schools. He will also rep- 
resent Purchasing Files, Inc., pub- 
lisher of Hospital Purchasing File. 


Long Joins Reinhold 


Rodney D. Long, formerly with 
the U. S. Bureau of Labor Sta- 
tistics, has joined Reinhold Pub- 
lishing Corporation as sales rep- 
resentative for Chemical Engi- 
neering Catalog and Metal In- 
dustries Catalog, in Cleveland. 


Ford to Use KSD-TV 


Ford Motor Company, Dear- 
borny Mich., will sponsor telecasts 
of 11 baseball games to be played 
in St. Louis after July 26, over 
KSD-TV, video station of the St. 
Louis Post-Dispatch. Combination 
filmed and “live” commercials 
will be used. 


Wood County rates high not only in value of farm 
land and buildings, but in yearly farm income... 
an income that is exceptionally stable on ac- 
count of diversity of production: Dairying, 
hog raising, soy beans, wheat, corn, poultry, 
tomatoes and sugar beets —these all contrib- 


ute importantly to Wood County’s wealth. 
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WOOD COUNTY... 


one of Ohio's richest 


in farm values 


The Dairy Farm 
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Ziss and Son 


Here is a farm quite typical 
of Wood County...120 
acres devoted to raising 
dairy cattle and growing 
their feed... with forty or 
more purebred Holsteins, 
and an average dail 
production of aroun 
quarts (800 pounds). Like 
so many of the area's farms, 
the Ziss farm is completely 
electrified, and field equip- 
ment and methods are 


milk 
400 


~ececece and this is the TOLEDO BLADE 


Wood County is one of the 14 counties of 


Northwestern Ohio and Southeastern 


Michigan which form the Toledo Retail 


e@ rading Area... By their productiveness 


@ they add generously to the income of 


Write for 


* “This is Toledo’’ booklet 


Toledo’s 555 diversified industries, thus 


forming the “Double-Value”’ 


market which 


is Toledo...a market whose economical 


development is made possible by the one- 


paper coverage which The Blade provides, 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
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ANA Radio Group 
Picks Halverstadt 
and I. W. Digges 


New YorK—The Radio Counc’). 
launched about 18 months ago by 
a group of members of the Asso- 
ciation of National Advertiser:— 
and long reported as seeking aq 
$30,000 - a - year 
director—showed 
signs of getting 
down to serious 
business last 
week with the 
election of A. N. 
Halverstadt, ra- 
dio and media 
manager of Proc- 
ter & Gamble 
Company, Cin- 
cinnati, as chair- 
man, succeeding 
Dr. Robert F. Elder, vice-presi- 
dent of Lever Brothers Company, 
{. W. Digges was engaged to act 
as general counsel. No decision 
has yet been made on the new 
managing director. 

The council is reported to have 
made plans covering five areas of 
“relations” between radio adver- 
tisers and other groups, but is 
not prepared to announce them 
at this time. As announced, it 
will operate on a $50,000-a-year 
basis. The ANA membership rep- 
resents about 85% of advertisers’ 
network radio expenditures. 

Serving with Mr. Halverstadt 
are Dr. Elder; Joseph M. Allen, 
Bristol-Myers Company; Stanley 
I. Clark, Sterling Drug, Inc.; S. C. 
Gale, General Mills; Harry F. 
Jones, Campbell Soup Company; 
Charles G. Mortimer Jr., General 
Foods Corporation; W. M. Sted- 
man, American Home Products 
Corporation, and D. B. Stetler, 
advertising director of Standard 
Brands. 
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A. N. Halverstadi 


Competition Aids 
Eastman to Get 
FTC Price Rule 


WASHINGTON — Eastman Kodak 
Company may now set resale 
prices on Kodachrome film, the 
Federal Trade Commission de- 
cided Thursday. 

FTC suspended part of a Sep- 
tember, 1944, cease and desist 
order against Eastman because, it 
said, Kodachrome filrn is now sold 
“in free and open competition” 
with Ansco color film, manufac- 
tured by General Analine & Film 
Corporation. 

The order originally was en- 

tered because FTC found that 
Kodachrome was not in competi- 
tion with any other generally 
available product of the same 
type. Consequently, FTC said, 
Eastman could not take advantage 
of the price maintenance provi- 
sions of the Miller-Tydings Act, 
since these apply only to com- 
modities which are in direct com- 
petition with other goods of the 
same general class. 
. The original order stipulated 
that FTC would reconsider its de- 
cision if competition in the color 
film field should develop, and 
Eastman asked for revision of the 
order on the basis that Ansco color 
film, both still and motion picture, 
is now generally available to deal- 
ers. 


Names Western Agency 


Hodge-Swanson Company, man- 
ufacturer of metallic paints, roo! 
coatings and preservatives, h%s 
appointed Western Advertisins 
Agency, Chicago, to handle its ac- 
count. Consumer and trade media 
and direct mail will be used. 


WFAA Ups Shapleigh 
George Shapleigh, formerly 20 
announcer at Station WFAA, Da!- 
las, has been promoted to mer- 
chandise manager of the station. 
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RCA Plugs Its 
‘Golden Throat’ 
with Quiz Show 


CAMDEN, N. J.— RCA Victor is 
spending more than $1,000 a week 
to prove that it is impossible to 
distinguish between “live” music 
and music reproduced over its 
“Golden Throat” radio speakers. 

Demonstration of the speakers 
takes the form of a traveling 
musical quiz show, with first stop 
scheduled for Exhibition Hall in 
Rockefeller Center, New York, 
this week. 

Audience members are chal- 
lenged to distinguish between the 
music that comes from a piano in 
the studio and a radio placed be- 
side it, and use a push-button de- 
vice to register their choice on a 
large screen in the front of the 
studio. 

One member of the twin-piano 
team (unseen by the audience) 
furnishes the music for the radio, 
and studio engineers switch be- 
tween the radio and the visible 
piano. While the radio is on, the 
pianist in the studio “fakes” to 
preserve the illusion. 


Pure Chance 


Officials conducting the test say 
that the audience guesses cor- 
rectly only 50% of the time, the 
same odds as if the choice were 
pure chance. The inference, ob- 
viously, is that RCA’s “Golden 
Throat” has exceptional fidelity in 
tone reproduction. The test, which 
left RCA engineers skeptical when 
first suggested, is the brain-child 
of Jack C. Marden, sales promo- | 
tion manager of RCA Victor home 
instruments. 

Following its two-week show- 
ing in New York, the show takes 
to the road for a nationwide tour 
of cities where it has been booked 
by the company’s dealers. Tie-in 
newspaper copy has been pre- 
pared for local distributors and 


Last Minute News Flashes 
Largest Drive for Masonite Presdwood Opens 


Cuicaco—Masonite Corporation has embarked on its largest drive 
for Masonite Presdwood, with a four-color page ad in the July 19 
Saturday Evening Post. Besides color ads in the Post, black-and- 
white pages will run in 15 architectural and news magazines and 
trade publications. Arresting designs of the hardwood will feature 
all ads, which will stress the quality, durability and variety of uses 
of Presdwood. N. W. Ayer & Son handles the account. 


‘Underwriter’ Buys Shoe Publishing Co. 

CINCINNATI—National Underwriter Company, publisher of insurance 
magazines and services, has purchased Shoe and Leather Reporter 
Company, publisher of Shoe & Leather Reporter, and Brown-Lock- 
wood-Davenport Company, publisher of Creative Footwear, both of 
Boston. Publication of the shoe papers will be continued without 
change in policy or personnel. 


Van Horn Heads ‘Sports Afield’ Detroit Office 

MINNEAPOLIs—Sports Afield has appointed Harold Van Horn, who 
recently resigned from The American Weekly, as manager of its new 
Detroit office, at 2311 Book building. Mr. Van Horn, long-time auto- 
motive editor of the Milwaukee Journal, was associated with O’Mara 
& Ormsbee in Detroit before joining the Hearst organization. Ted 
Boynton, son of “Red” Boynton, head.of Curtis Publishing Company’s 
Cleveland office, has been named to assist him. 


Jay's Potato Chips to Get $150,000 Push 

Cuicaco—Special Foods Company will launch a $150,000 campaign 
here in September for Jay’s potato chips, the largest campaign of its 
kind in the Midwest. About $60,000 will go for jingles on Chicago 
stations. Newspapers, car cards and outdoor also will be used. Lie- 
ber Advertising Company is the agency. 


Runs 5-Cent Sale Copy for Instant Coffee 

New YorkK—Standard Brands, through J. Walter Thompson Com- 
pany, is using 1,000-line newspaper advertisements in Charleston to 
promote a 5-cent sale of Chase & Sanborn’s Instant coffee. With 
purchase of one jar at regular price, customers are offered a second 
jar for only 5 cents. 


Dormeyer Starts New Drive for Mixers 

Cuicaco—Dormeyer Corporation has launched a new magazine drive 
for its electric food mixers. The first ad broke in The Saturday Eve- 
ning Post last week. Similar full-page four-color ads will run this 
fall in the Post and Ladies’ Home Journal. John W. Shaw, Inc., is 
the agency. 


Can Manufacturers Set $1,000,000 Budget 

New YorkK—Can Manufacturers’ Institute will spend $1,000,000 in 
advertising and promotion next year. Seven national magazines will 
carry the bulk of the budget, which also includes sums allocated for 


public relations and professional magazines. Benton & Bowles is the 
agency. 


Hampden Brewing Appoints Reingold Agency 


dealers by RCA. 


FC&B, Columbia from Erwin, Wasey & Co. to the Reingold Company, Boston. 
az 


WILLIMANSETT, Mass.— Hampden Brewing Company, brewer of 
| Hampden ale, a leading New England brand, has switched its account 


Hamp- 
| den advertises in western and central Massachusetts, Connecticut, 


” | Vermont and New Hampshire, and Reingold will prepare outdoor, 
Executives Shuttle | newspaper, radio and point-of-sale campaigns. 


Back and Forth — 


New YorK—It’s only a_ short 
walk from CBS to Foote, Cone & 
Belding. 

Douglas Coulter, then a _ net- 
work vice-president, took that 
walk about a year ago when he 
left Columbia to assume manage- 
ment of the radio department of 
FC&B. 

The distance is evidently just as 
short in the opposite direction. 

Hubbell Robinson Jr., who re- 
cently resigned as vice-president 
and national radio director for the 
agency, reportedly is slated for an 
executive berth at Columbia. 

Mr. Robinson’s association with 
CBS will result from a shifting of 
executives, mecessitated by the 
resignation of Edward R. Murrow 
as vice-president and director of 
public affairs to do a daily stint 
as news commentator. In Sep- 
tember Mr. Murrow will replace 
Bob Trout as analyst on Campbell 
Soup Company’s Monday- 
through-Friday 15-minute news- 
Cast, 

He will be succeeded by David- 
son Taylor, now CBS vice-presi- 
dent and director of programs. 
And Mr. Robinson, ex of FC&B, 
Will come in to take over Mr. 
Taylor’s duties. 


Elected Heinz Director 


Frank R. Armour Jr., general 
Manager, manufacturing division 
o H. J. Heinz Company, Pitts- 
burgh, has been elected a member 
eee board. He joined Heinz in 


< 


Hoe Moves Coast Office 


_The western office of R. Hoe & 
-0., newspaper presses, has moved 
‘0 681 Market St., San Francisco 5. 


FTC to Abandon General Foods 
‘Free Goods’ Case Mulls Radio Plans 


Agency Group 
Picks Melasky 
As Staff Head 


Los ANGELES — The Southern 
California Advertising Agencies 
Association, recently organized 
group of 60 agencies, has ap- 
pointed Maj. Gen. Harris Melasky 
as executive director, and opened 
offices at 959 Crenshaw Blvd., Los 
Angeles 6. 

The association, composed pri- 
marily of Los Angeles men, was 
organized originally in an effort 
to standardize relations with 
media, and primarily to reach an 
agreement on the qualifications 
for receipt of agency commissions 
from media. 

In addition to this function, 
however, the group has broadened 
| out to cover inter-agency rela- 
| tions and agency practices, stand- 
|ardization of forms and proce- 
|dures, get-acquainted dinner 
meetings, etc. 

The agency group, origin&lly 
considered as possibly competitive 
with the Four A’s, has met with 
that organization and has worked 
out a mutually satisfactory and 
non-competitive program of co- 
operation. 

Gen. Melasky, who retired from 
the Army in 1946 and settled in 
the San Fernando Valley, will 
supervise the work of standard- 
ization of agency practices with 
|advertising media, supervise a 
| program of public relations aimed 
_at business men particularly, and 
|coordinate the work of an ex- 


|/panded membership program. 


Delays Action on 
Ayres’ New Term 


‘Until January 


WASHINGTON — At an executive 
| session Thursday, the Senate inter- 
| state commerce committee —in a 
‘totally unexpected move—decided 
_to postpone action on President 
|Truman’s nomination of William 
|A. Ayres for reappointment to the 
|Federal Trade Commission until 
,the next session of Congress in 
| January. 
| The committee felt that there 
_was no urgency in confirming Mr. 
Ayres, since his present term does 
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NAB Ballots 
on Changes in 
Group's By-Laws 


New YorkK—Member stations of 

the National Association of Broad- 
casters are now in process of vot- 
ing on a number of changes in the 
organization’s by-laws. The 
changes, adopted by NAB’s board 
of directors at its meeting in May, 
have been subject to intensive 
study by members of the NAB 
staff, board subcommittees and 
the board itself over a six months’ 
period. 
’ The material for the referen- 
dum was mailed to members last 
week by Ernst & Ernst, Inc., New 
York accounting firm, which has 
been commissioned by the NAB 
board to conduct the voting, tabu- 
late the votes, etc. Ernst & Ernst 
mailed to the entire NAB active 
membership the revised by-laws, 
together with the charter and a 
ballot. Members were asked to 
vote on the by-laws, article by 
article, and upon the charter as a 
whole. 

A voting deadline was set for 
Aug. 8, and all ballots must bear 
a postmark prior to midnight of 
that date. Results of the voting 
will be placed before the board of 
directors Sept. 14 in Atlantic City, 
during the NAB convention. 

The present NAB by-laws were 
adopted originally in 1938, and 
amended subsequently many 
times. Because of such amend- 
ments, the arrangements of by- 
laws is confusing and a complete 
revision was agreed upon. 


Plan Antitrust 
Action Against 
Tire Makers 


WASHINGTON — Rep. Walter C. 
Ploeser (R., Mo.), chairman of the 
House small business committee, 
announced last week that as a re- 
sult of executive hearings by his 
committee, action will be under- 
taken jointly by Justice Depart- 
ment’s antitrust division and by 
the Federal Trade Commission, to 
correct monopoly evils in the tire 
industry. 

The antitrust division has had a 
tire industry investigation under 


not expire until Sept. 26, and he| way since early 1945. During most 


WASHINGTON — FTC counsel has 
entered a motion for dismissal of 
a complaint filed against McKes- 
son - Robbins, Inc., Bridgeport, 
Conn., trading as Golden Brown 
Chemical Company. The com- 
plaint charged that McKesson- 
Robbins falsely represented to its 
agents and representatives that by 
purchasing specified quantities of 
certain toilet articles they would 
receive other items of merchan- 
dise free. 

FTC claimed that the articles 
referred to and advertised as 
“free” were not a gift, because the 


NEw YorK—General Foods Cor- 


spenders, is considering a new 
| show for fall. 


company nor Young & Rubicam, 
which is making a big push for 
this additional business, would 
comment. 

General Foods has decided to 
use the commercial time on the 
“Baby Snooks” show (Friday, 


| Jell-O puddings, which formerly 
shared commercial billing on this 
broadcast, will be plugged on “The 


poration, one of radio’s biggest) 


will automatically retain office, 

under the FTC Act, until a suc- 

cessor is named and approved. 
No active opposition to Commis- 


Further than this neither the | Sioner Ayres has developed. There 


is considerable friction, however, 
between the 80-year-old Ayres and 
Commissioner Mason over the 
matter of industry-wide trade con- 
ferences, and Mason’s expressed 
desires to extend the scope of trade 


g | conferences, rather than narrow 
p.m., CBS) to advertise Jell-O. | them, has gained wide support on 


the Hill. 


NAB Names Miller 


of this time, FTC has refrained 
from instituting tire cases, to avoid 
duplication of pending Justice De- 
partment actions. 

Now, however, the FTC will 
handle problems of unjustifiable 
price concessions to mass pur- 
chasers, while the antitrust divi- 
sion handles other phases of the 
tire monopoly problem. 

FTC is the only agency with 
power to establish quantity limits 
/so as to prevent price discounts, 
which are “promotive of monop- 
oly.” Until now, the commission 
has not exercised these powers, 


price of the free goods was in-| Aldrich Family” (Thursday, 8 
cluded in the cost of ‘the other | p.m., NBC). Last season this show 
articles which agents had to buy | sold Grape-Nuts and Grape-Nuts 
to obtain so-called “free goods.” | Flakes. 

The items included hair dressings, | 
talcum, lipsticks and face lotions.| rate mention on any scheduled 


Two more products which might 


conferred upon it through the 
| Robinson-Patman amendment to 


to Program Department 
NAB has appointed Ben Miller, | the Clayton Act 

formerly assistant director of in-| pre js about to | ite § 

formation, as assistant director of | Vesti lien % “as —— 

its program department. In his. 8 y sending a question- 


FTC counsel’s action is being 
taken because investigation shows 
that McKesson - Robbins has not 
used this free goods offer since 
1939, and that in January, 1946, it 
discontinued manufacturing these 
products and does not intend to 
resume their manufacture. Coun- 
sel reserved the right to re-insti- 
tute proceedings if the practice is 
resumed. 


Starts PR School 


Boston University next fall will 
launch what is believed to be the 
first school in public relations in 
the U. S. The school—with divi- 
sions in journalism, radio, mo- 
tion picture and speech develop- 
ment—will “make available a 
comprehensive course of study in 
all channels of communication.” 


| Shows for fall are Postum and 
fiecee raisin bran. These were 
|featured on Kate Smith’s two 
|shows, both of which were 
| dropped by General Foods in the 
| spring. 


|House Okays Measure 
for Tax Exemptions 


The House gave unanimous ap- 
proval last week to H.R. 3977, the 
Gearhart bill, exempting news- 
paper and magazine vendors from 
the social security tax as em- 
ployes. 

The measure was sent to the 
Senate Thursday and referred to 
the finance committee. It was ex- 
pected that the committee would 
approve the measure quickly and 
send it to the Senate floor for ac- 
tion before adjournment. 


sist Harold Fair, 
pointed director of the newly 
|created program department. 

| Mr. Miller entered radio in 1940 


|Rubicam, New York, and has been 
|prominent in radio programming 
'since that time, except for 3% 
years of Army service. 


Lytton’s Appoints © 


promotions for Lytton’s, Henry C. 
Lytton & Co., Chicago. She will 


S| P . 
new capacity, Mr. Miller will as-| 2aire to rubber tire manufacturers 
recently ap-| and mass distributors, according to 


7 Chairman R. E. Freer. 


after seven years with Young « | NIAA Sets Convention 


Dates for June 13-16 


| The National Industrial Adver- 


|tisers Association has decided to 
hold its 1948 convention in Bal- 
|timore June 13-16. Sessions will 
| be held at the Lord Baltimore Ho- 


Ruth Luckey North has been | tel, with the Maryland Industrial 
appointed coordinator of special | Marketers acting as host club. 


| senantttaraen 


. ‘ . 
act as liaison between the com- | JOins American Home’ 
pany’s headquarters and stores in| 
| Alton, Joliet, Oak Park and Ev-|a zone manager for Life’s retail 


Russell H. Bradshaw, formerly 


anston, Ill., Gary, Ind., and Cin-| representative, has joined the sales 
cinnati, coordinating merchandise, | staff of American Home. For 10 
advertising and displays. Mrs.| years before the war he operated 
North was previously with Conde| his own fuel and equipment busi- 
Nast. | ness in Rochester. 
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ective KNOW-HOW, 


- Who,- When, -Where, Why 
..ethat helps sell goods 


Countless requests for helpful information come to Haire Readers’ Service 
each day—by mail, phone and personal call. 

This Readers’ Service has years of practical experience behind it— 
unique fact-sources at its finger tips: Continuous files of all Haire Pub- 
lications, some dating back to 1866! The priceless Haire Merchandising 
Library! The specialized news-gathering, news-analyzing service of Haire 
Editorial staffs with correspondents thoroughly covering 9 major markets. 

Haire Readers’ Service is known—used—appreciated as the short- 
cut to fact-finding in the consumer goods merchandising world. It is added 
evidence of the unswerving confidence Amercia’s buyers, merchandisers 
and manufacturers place in the authority of the Haire publications! 


It’s just another reason why you tap a rich lode of SELL-ective reader 
response when you advertise your product in the specialized Haire pub- 
lication that covers your field. 


The Power of ALL for the Strength of EACH 


The facilities of the entire Haire organization for fact-finding and 
dispensing information, are drawn upon by each Haire Publication 
in its service to its specific field. 

For instance, LINENS & DOMESTICS, described here, is the 
authority on linens and domestics merchandising. It provides a veri- 
table reservoir of fact and data used by manufacturers, agencies and 
buyers in the field. 


The confidence earned by LINENS & DOMESTICS accrues as o MORE effective because it’s 
& 
& 


MORE SELL-ective! 


LEANENS ont oN LINENS & DOMESTICS is the ONLY specialized publication in this field— 


for over 21 years the accepted authority on merchandising in the industry. 


favorably to the advertising pages as it does to the editorial content. 


caren ome SRE, 


It is the ONE magazine that gives buyers the competent guidance and help 
they need and want. Its ABC paid subscription roster covers the leading 
department stores and top flight specialty shops from coast to coast who 
control the major volume in linens and domestics. 

As the basic means of communication in a market that approximates $500,- 
000,000, it enjoys an average of 4 readers per copy, according to recent 
surveys. 

LINENS & DOMESTICS offers the advertiser the direct, specialized 
route to the concentrated, SELL-ective buyer-audience, on whom depends the 
success of any product in this field. 


FOUNDED 1926—For 21 years the voice of authority in retailing linens and 
domestics. It has paced the progress of the industry from a minor place 
to its present important position in the retail picture. 


BUYER COVERAGE—Read and studied by buyers of ‘Sheets and Pillow Cases; 
Blankets; Towels and Wash Cloths; Tufted and Jacquard Bed Spreads and 
Bath Mats; Foreign and Decorative Linens; Comfortables and Pillows; 
Shower Curtains and allied lines—in department stores and leading spe- 
cialty shops. ABC subscription renewal rate is 78.51%! 


EDITORIAL LEADERSHIP—— Edited by Julien Elfenbein, nationally known 
authority on retailing; assisted by a picked staff of experienced market 
editors. 


ADVERTISING LEADERSHIP—It is the ONLY exclusive specialist of the 
industry. Issue for issue it carries more linens and domestics adver- 
tising than all other business publications combined. 
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Information headquarters for 9 Major Markets 
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